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ough Proofs 


What the country needs, accord- 
ing to the tired business man 
whose vacation program includes 
fishing, is an outboard motor with 
a good self-starter. 


. @ F 


Elsie, Elmer and Beulah have 
added a fourth member to the 
family, who constitutes one more 
reason for thinking the Borden 
bovines are unbelievably cute or 
unutterably boring. 


Fe 


Garry Moore will take over the 
master of ceremonies spot on 
‘Take It or Leave It” Sept. 14, 
replacing Phil Baker. Some 
meople seem completely unable to 
Bappreciate the beauties of the ac- 
ordion. 
oe Oe 


Justice Department sleuths, 
quipped with flash lights and 
sum shoes, are searching for con- 
pirators in a price raising plot 
and it would be a big surprise to 
| concerned if they were found 
right there in Washington. 


al 


¥ 


The world is still in a topsy- 
urvy state, but to many Penn- 
sylvanians things seem to be get- 
ting back to normal. All restric- 
ions on the sale of Scotch whisky 
in the commonwealth have been 
lifted. 
a» = 

Three hundred and fifty thou- 
sand people from all parts of the 
orld visit Rochester, Minn., 
every year, reports Station KROC. 


How many of them check in at 


he Mayo Brothers? 
+ F< 


An appliance manufacturer 
looking for an advertising man- 
ager says, “Living accommoda- 
ions available.” 

It’s a deal. 

a a 


“Advertising manager wants to 
get as far from New York as it 
is possible to get and still be an 
advertising manager.” 

The advertising directories hint 
here are a few ad managers even 
In San Francisco. 


ao oe 


“Young Blasts at ‘Slowdown’ in 
Freight Handling,” headlines the 
forld’s greatest advertising jour- 

That’s his way to make friends 
and influence people in the rail- 
oad business. 

7 (Soe 


AA ran a story about Margia 
Hamlin’s brassiere business in 
acksonville, Tex., and headlined 
ie story, “No wonder those Texas 
Bals are so good looking.” 
it any Texan could point out 
ras are made principally for 
sut of the state. 


a a 


funeral directors study 
ems,” the story says. 
1 no wonder—the sales re- 
hee is terrific. 


ad 


i eo 


en Wolff, of Station WEMP, is 
“ Years old and still selling time. 
He must have been taking very 
Sod care of it. 


anion Copy Cus. 


re ae : 


One great name- 


“| JOOVER | 


“4 
Ear 


TAKE YOUR PICK — In this opening spread in Life, the Hoover Co. announces 

a new cylinder-type vacuum cleaner as well as an improved upright model, and 

urges women to “decide which type of Hoover cleaner is better for your home.” 
Leo Burnett Co. is the agency. (Story on Page 70.) 


MAB May Aiid Plan to” 
Localize Magazine Ads 


FIC ‘Compromise’ 
fo Give Industry 
Codes Wider Use 


Mason, Others Agree 
on Heavy Prosecution 


| for Wilful Violators 


WaASHINGTON—The battling FTC 
commissioners “compromised” 
Wednesday on a new program 
broadening the use of industry 
codes in settling routine offenses, 
but maintaining firm prosecution 
of serious cases (AA, Aug. 11, 18). 

In a new policy statement, the 
commission agrees to use informal 
settlement of routine cases where 
the offender promises to adhere 
to an industrywide code or indi- 
vidually negotiated stipulation. 

On the other hand, the commis- 
sion reserves full prosecution for 
those who violate the law “where 
such violations involve intent to 
defraud or mislead; false adver- 
tising of foods, drugs, devices or 
cosmetics which are inherently 
dangerous or where injury is 
probable; suppression or restraint 
of competition through conspiracy 
or monopolistic practices or vio- 
lation of the Clayton Act.” 

Furthermore, the privilege of 
easy settlement is withheld “where 
the commission is of the opinion 

(Continued on Page 67) 


‘Call Western Union 
for Nearest Dealer' 
Would Be Slogan 


New YorK—The Magazine Ad- 
vertising Bureau has decided to 
appoint a committee to discuss 
with the Association of National 
Advertisers a plan on which cer- 
tain ANA members have been ac- 
tive for two years to localize na- 
tional advertising in magazines 
with a standard line, “Call West- 
ern Union to Locate Nearest 
Dealer (or Representative).” 

The MAB committee, as yet un- 
named, said Frank Braucher, 
MAB president, would meet with 
the ANA committee headed by 
Marshall Adams, Mullins Mfg. 
Company, Warren, O., soon after 

(Continued on Page 8) 


Liquor Industry Tests 
Mandatory Resale Prices 


Wider Activity, 
Paid President 
Proposed for NPA 


Fuller Sees Magazines 
Becoming $1 Billion 
Industry by 1950 


New York — Members of Na- 
tional Publishers Association, in 
annual meeting at Spring Lake, 
N. J., Sept. 8-9, will act on a 
proposed reorganization plan re- 
cently presented to the directors 
by Walter D. Fuller of Curtis Pub- 
lishing Company, NPA president. 

The plan, which is not based 
primarily on the much-discussed 
“Ehrlich Report” (AA, Sept. 23, 
1946), involves appointment of a 
paid president at a salary prob- 
ably exceeding $25,000, a budget 
probably 50% larger than the 
present $200,000, and expanded 
work in research and statistics, 
advertising agency relations, pub- 
lic relations and education, cir- 
culation methods and legislation. 

The association will not con- 
cern itself with group promotion 
of advertising for magazines, 
which remains the function of the 
Magazine Advertising Bureau. 


May Change NPA Name 
The NPA name may be changed 
to ‘‘Magazine Publishers Associa- 
tion,” at the suggestion of George 
J. Hecht of Parents’ Magazine, a 
director, with the understanding 
that wherever this is printed there 

(Continued on Page 69) 


CIO Publicity 


to lose ‘razzle dazzle’. 
See ‘In Washington,’ 


Page 32. Other features: 
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| Friday, 


Last Minute News Flashes 
Bendix Steps Up Promotion for Remainder of ‘47 


SoutH BeEeNnpb, INp.—Bendix Home Appliances, Inc., will spend $1,- 
000,000 this year for two-color pages in 13 national magazines and 
will have available a $5,000,000 cooperative fund for use between now 
and Dec. 31, Stewart Roberts, advertising director, told a distributors’ 
convention here last week. Co-op advertising, starting with full-page 
joint signature ads in major Sunday newspapers Sept. 14, also will 


include outdoor, spot radio, car cards and movie trailers. 
Laird, Inc., Chicago, is the agency. 


Tatham- 


Farnsworth Readies Fall Radio-Video Drive 


Curcaco—Full-page magazine copy featuring Farnsworth and Cape- 
hart combination models will break late in September in Collier’s, Life, 


The Saturday Evening Post and The New Yorker, to continue through | nois statute, which was scheduled 


December, with spreads to be used in November. 


Starting Sept. 10, 


Five States Adopt 
Involuntary Fair 
Trade Statutes 


BULLETIN 


New YorkK — Despite published 
reports to the contrary, most 
major distillers plan no special 
advertising in connection with in- 
troduction of mandatory fair trade 
in New York state Sept. 1. A Na- 
tional Distillers executive said 
“Nothing is planned,’ but prices 
may be added to present copy. 
Frankfort said “Nothing planned 
at the moment.” Calvert and 
Carstairs have found voluntary 
fair trade effective. Seagram may 
insert prices in product adver- 
tisements but will do no special 
advertising. 


By S. R. BERNSTEIN 


Cuicaco—With passage of man- 
datory fair trade laws covering 
the liquor industry at the last ses- 


sions of the legislatures of Cali- 
fornia, Illinois and New York, an 
entirely new concept of fair trade 
is to be given widespread tests in 
various sections of the country. 

Under the “fair trade liquor 
laws” adopted by these three 
states, and similar laws already in 
effect, in Kentucky and New 
Mexico, the fair trade concept is 
changed, as far as liquor is con- 
cerned, from a permissive to a 
mandatory basis, an extremely im- 
portant distinction. 

In the 45 states which now have 
general fair trade laws, manufac- 
turers and brand name owners are 
permitted to set minimum resale 
prices for their products. They 
need not set such prices, however, 
and the decision is entirely their 
own. Under the mandatory liquor 
fair trade laws, there is no per- 
missive feature. Every owner of 
a branded alcoholic product, with 
the exception of beer, must set 
minimum resale prices. If he does 
not, he cannot sell his product in 
the state. 


Private Brands Also Affected 


In New York and perhaps in 
other states, retailers’ private 
brands are not subject to the 
mandatory provisions. In Illinois, 
however, every branded product, 
including private brands sold only 
in a single outlet, must be given 
a minimum resale price. The IIli- 


to go into effect Sept. 1 but prob- 


full page newspaper ads will appear in New York and Philadelphia | ably will not be operative before 
papers, featuring a table-model television set, and will be extended | Oct. 1, calls for filing with the 


to other video markets as production increases. 


the agency. 


N. W. Ayer & Son is 


‘Betty Crocker’ Expands to 191 ABC Stations 


MINNEAPOLIS—The 


“Betty Crocker Magazine of the Air,” 


now 


heard on 61 stations of ABC’s eastern zone, for General Mills, Inc., 
will be extended to the 191 stations of the network Sept. 1, replac-| by mail, or the list must be pub- 


9:25-9:45 a.m., CDT. 


agency. 


Nielsen Signs Mutual for Radio Index 

Cuicaco—Mutual Broadcasting System has signed a two-year con- 
tract, starting Sept. 1, for the Nielsen Radio Index, becoming the 
fourth major network to subscribe to the A. C. Nielsen Company 


service. 


(Additional News Flashes on Page 71) 


|state liquor commission of all 
prices, together with a single re- 
sale price maintenance agreement 
|completed with a retailer. To im- 
plement the prices, all outlets 
| must be supplied the full schedule 


| ing “Hymns of All Churches.” The program is aired Monday through | lished in a “trade journal printed 
Dancer-Fitzgerald-Sample is all 


and published in this state and of 


general circulation among alco- 
holic liquor licensees in this 
state.” 

Price schedules are effective 


until changed, but can be revised 
as often as monthly, if desired. 
Exceptions from the price main- 


(Continued on Page 68) 
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Gets Creamette Account 


The Winnipeg office of Stewart- 
Lovick & Macpherson Ltd. has 
been appointed to handle the ad- 
vertising of Creamette Company 
of Canada, Winnipeg. Plans are 
now under way for a fall news- 
paper campaign giving national 
coverage for Creamette macaroni, 
spaghetti and kindred prepared 
food products of the company. 
Previously, all Creamette adver- 

ing in Canada was directed 
from the United States. 


NOW OVER 


CIRCULATION (CURRENT AVERAGE) 
ST. JOSEPH NEWS-PRESS 
St. Joseph Onzette 


Building Spurts; 
Expansion Holds 
Employment High 


WASHINGTON — The Bureau of 
Labor Statistics last week found 
the country in the midst of a mid- 
summer boom which shows no 
sign of abating in the foreseeable 
future. 

Labor Statistics Commissioner 
Ewan Clague told a press confer- 
ence Wednesday that greater- 
than-seasonal activity in con- 
struction and agriculture was 
holding employment above the 


fabled 60,000,000 mark. 

He added that employment was 
“softening” in only five industries 
—machine tools, aluminum, radios, 
furniture and tires—and that the 
lull in these industries, with a to- 
tal employment of 650,000, was 
generally s€asonal. 


Auto Makers’ Sales Noted 


At the same time, the Commerce 
Department reported that manu- 
facturers’ sales during the first 
half of 1947 had been at an all- 
time peak of $162.6 billion, with 
the increase most notable in the 
automobile and nonferrous metal 
industries. 

Among nondurables, printing 
and publishing, and petroleum 
made the most notable gains, 
while food and paper made good 


showings, Commerce said. 

Mr. Clague reported that new 
building activity in July had ex- 
ceeded any seasonal spurt on rec- 
ord. With a better flow of mate- 
rials, and higher labor produc- 
tivity, the number of starts went 
from 75,000 to 80,000 in July, in- 
stead of leveling off in accordance 
with traditional seasonal curves. 


Credits Flow of Materials 


The Labor Statistics commis- 
sioner credited some of this un- 
usual building activity to new in- 
terest in rental units, which be- 
came apparent with the adoption 
of the new rent law. For the 
most part, however, he referred 
to the improved flow of materials, 
which reduced completion time 
for housing from the six months 


MASS... 


America’s largest and most successful advertisers use the unique com- 
bination of Donnelley services. 


— Some want to reach the greatest possible number of families and 
through Donnelley’s one complete, non-duplicating list, save the 
expensive job of editing groups of smaller lists. 


—Others build up their dealer organization with campaigns under 
their dealer imprints to Donnelley’s Neighborhood Prospect Lists. 


—Still others use Donnelley’s preferred family mailings which con- 
centrate on that small segment of the population with the greatest 
buying ability. 


Donnelley records go into every city, town and rural route. They 
allow’ great flexibility 1 in concentrating on specific areas. They permit 
thorough testing at nominal cost. 


Whether your purpose is mail-order selling, sampling, dealer help, 
fund-raising or building circulation, Donnelley experience-proved 
services can be adapted successfully to your needs. 


THE REUBEN H. DONNELLEY CORPORATION 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


305 EAST 45th STREET 
NEW YORK 17, NW. Y. 


727 VENICE BOULEVARD 
LOS ANGELES 15, CALIF. 


Advertising Age, August 25, 1947 


customary since the war to three 
months, a period comparable with 
prewar building records. 

The BLS analysis showed that 
about 2,000,000 non-agricultura) 
employes—or five out of every 109 
at work—are currently engaged! 
directly or indirectly in produc.! 
ing goods and services for export. 
Slightly less than 1,000,000 jobs 
were credited to exports in 1939. 
The greatest impact has been 
in the metal fields, where ap. 
proximately 800,000 are now ep- 
gaged in producing for foreign 
consumption, as against 300,000 iy 
1939. About 7%, or about 200. 
000 workers in the textile ang 
apparel fields are producing fo; 
export, compared with less than 
100,000 in i839. 

While exports are important tg 
employment, Mr. Clague noted 
jobs would not-necessarily dis 
appear if exports fell off, “since 
for many commodities sufficien 
demand exists in this country + 
absorb a large part if not all of 
the difference.” 


Gelula Adds Three 


Abner J. Gelula & Associates 
Philadelphia, has been appointed 
to handle the advertising of Case’ 
Pork Roll, Trenton, N. J.; Rober 
Charles Hat Company (Quality 
Club hats), Philadelphia, ang 
Buno Company, Philadelphia 
maker of shampoos and hair medi 
cations. Newspapers and radii 
will be used*in New Jersey, Penn 
sylvania and Virginia for Case’ 
Pork Roll; trade publications an 
men’s magazines for a new Quality 
Club line of shirts made by the 
hat company, and newspaper anj 
radio advertising for Buno. 


Wiegand Appoints Two 

George Sowash, formerly as 
sistant advertising manager of 
Copperweld Steel Company and 
more recently production manage 
of Bond & Starr Advertising 
Agency, has been appointed ad 
vertising manager of Chromalo} 
electric heating units, manufac 
tured by Edwin L. Wiegand Com 
pany, Pittsburgh. Dave Wolff 
sales promotion manager of Wie 
gand, has been named business de 
velopment manager, which is al 
enlargement of the activities o 
the sales promotion department. 


Walsh Appoints Feggo 

J. Scott Feggans, formerly wit 
the creative department of J. J 
Gibbons Ltd., Toronto, has bee 
named copy chief of Walsh Ad 
vertising Company, Toronto. J. M 
Bowman, vice-president and gen 
eral manager of the agency, wi 
continue as director of all cre 
ative planning. 


Names Fisher Agency 


Johnson Mattey & Mallory Lt 
Toronto, has named the Jame 
Fisher Company, Toronto, to di 
rect its advertising. The compat) 
refines and assays precious meta 
and manufactures electrical con 
tacts. 
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“AT LEADING PAPER MERCHANTS 
THE MARTIN CANTINE cOMPAN 
SAUGERTIES, N. Y. 
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AIR CONDITIONING 2tacer 


If you have a product which has an application to the plumbing, 
heating, air conditioning and allied equipment field . . . 


If you want your product information at the finger tips of those 
who control the purchase orders and write the specifications .. . 


And if you want to make your products easy to buy and specify ... 


Two DOMESTIC ENGINEERING CATALOG DIRECTORY is the tailor- 


A “Of made answer to your needs. 
panage For 25 years DOMESTIC ENGINEERING CATALOG DIREC- 


vertising 
ted ad 
romaloy 


TORY has been depended upon by those men in the plumbing, heat- 
ing and air conditioning industry who do the buying and specifying 


vanufac ... who represent the purchasing power of this vast industry. They 
id Com are the men who buy and specify your equipment when you place 
ot Wie your Catalog data in the pages of DOMESTIC ENGINEERING 
ness de CATALOG DIRECTORY. 


ities ol This Catalog Directory is the buyer’s principal source of product 
tment. P information ... it is a definite adjunct to all his daily buying activi- 
e] ties .. . it is the first place he looks when he seeks sources of supply 
a wi Ae and when he is in a buying attitude. 
as be 3 kk kk 
oo Zoe @ HEATING @ KITCHENS and @ REFRIGERA- 
nd get = @ PLUMBING CABINETS pom 
acy, wi ia A @ STOKERS 
all cre 4 @ INSULATION @ DOMESTIC 
‘ LAUNDRY @ OIL BURNERS 
° joven EQUIPMENT @ FROZEN FOOD 
ncy sn Chan CABINETS 
ory Ltd @ GAS APPLI- al . @ ELECTRIC 
e Jans ANCES TIONING APPLIANCES 
compalt @ REFRIGERA- @ FANS, @ SPECIALTIES 
xs rete TORS BLOWERS @ ACCESSORIES 


If your products come under any of the above classifications, catalog 
compilation need not be a problem to you. Our Catalog Staff is pre- 
pared to assist you in many ways. These trained men can relieve 
you of all of your problems in connection with your catalog prepara- 


tion. 
~~ wk kK Kw k 
DOMESTIC ENGINEERING CATALOG DIRECTORY is one of 


the numerous marketing services developed by Domestic Engineering 
Company for manufacturers reaching the plumbing, heating, air con- 
ditioning and allied equipment field. Among others, these include: 


y DOMESTIC ENGINEERING MAGAZINE Monthly 
alias Complete CATALOG Preparation Service 

— ; — ee CATALOG Reprint Service 
Complete LIST and MAILING Facilities 


CONSULT A DVER A MARKETING and RESEARCH BUREAU Service 
YOUR TISING GENCY For further information “Consult Your Advertising Agency” or 
write to DOMESTIC ENGINEERING CATALOG DIRECTORY, 
OR WRITE TO 1900 Prairie Avenue, Chicago 16, Illinois. cee ae 


DOMESTIC ENGINEERING CATALOG DIRECTORY — [900 °2 AEM AVENUE. 
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NNPA to Meet April 5-7 

The 1948 convention of the Na- 
tional Newspaper Promotion As- 
sociation will be held at the 
Hotel Carter, Cleveland, Apr. 5-7. 


8x10 PHOTOS 


ONLY Hise EACH 


IN LOTS OF 1000 OR MORE 


Guaranteed quality low cost photo prints in quan- 
tity for every use—product illustration, publicity, 
mail pullers for radio shows. Made from print or 


IZES 100 500 1M 5M 

5x7 $5.00 $22.00 $40.00  $30.00M 

8x 10 yd $30.00 $55.00 $55.00M 
Post Cards $5. $13. $21.00 $18.50M 


NO NEGATIVE CHARGE 
KIER Photo Service - Dept. A - Cleveland 18, Ohio 
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Ad Council Issues 
First ‘American 
Heritage’ Copy 


New York—The first advertise- 
ment of a national public service 
ad campaign designed to “raise the 
action level of citizenship in the 
United States” will dramatize the 
American tradition of civil liber- 
ties, and urge citizens to specific 
civic actions. 

Copy was released last week 
for sponsorship of national adver- 
tisers by the Advertising. Council, 
which is supporting the work of 


the American Heritage Founda- 
tion in its promotion of commun- 
ity rededication weeks in the 300 
cities to be visited by the Freedom 
Train (AA, Aug. 183. 

The campaign will be paid for 
as a community contribution by 
the advertising industry and busi- 
ness in the same way as other 
educational advertising programs 
have been contributed through the 
mechanism of the Advertising 
Council. Business contributions 
on such current campaigns as sav- 
ings bonds, safety, nurse recruit- 
ing, and support of European re- 
lief are now running at the rate of 
$100,000,000 worth of advertising 
space and time a year. 

Using panels of  black-and- 
white drawings, the first adver- 
tisement of the new campaign 


shows “How you became a free 
American” and “How to remain a 
free American... ” Pictures trace 
the civil liberties tradition from 
the signing of Magna Carta, 
through the Mayflower compact, 
Declaration of Independence, 
Emancipation Proclamation, to 
the Japanese, Surrender in 1945. 

Readers are asked specifically 
to carry on this tradition by join- 
ing local civic associations, to vote 
intelligently in every election, to 
join parent -teachers associations 
and “Make sure your children are 
getting the kind of education they 
should have, to vote in union 
elections, and to serve gladly on 
juries.” 

All media will be used in the 
campaign: 24-sheets, radio, maga- 
zines, newspapers, window post- 
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Retain is nol in dominant advertisers: 


Got a home furnishing product to sell? Then you'll be interested in 

what these other home turnishings accounts are doing: 

© Over 1,100 of them are now using space in RETAILING. And they're 
spending more in RETAILING than they do in eight other home 


furnishings business papers combined! 


© Over 56% of that number are using RETAILING exclusively! They 
know that RETAILING’s dominant coverage enables them to do a 
comprehensive selling job in the great department store and home 


furnishings store markets. 


¢ More than 100 of them are each spending from $4,500 to $45,000 
in RETAILING this year to reach and influence. America’s home 


furnishings retailers. 


= 


THE TWICE-WEEKLY 
NEWSPAPER COVERING: 
© Furniture and Bedding 
@ Curtains and Draperies 
© Decorative Accessories 

e Floor Coverings 

@ China and Glassware 


@ Lamps and Lighting 


e@ Housewares 
e Major Appliances 


e Radio and Television 


RETAILING Home Furnishings @ 8 East 13th St., New York 3 


America’s No. 1 home furnishings business paper 


HERITAGE—First ad in the Advertis. 

ing Council's “American Heritage’ 

campaign, this copy informs citizens 
of their rights and duties. 


ers and car cards. 

The opening advertisement was 
prepared under supervision of the 
council’s heritage campaign crea 
tive committee, illustrations werd 
done by Robert E. Lee, and it car 
ries the official campaign symbol! 
a torch, and the slogan, “Freedo 
Is Everybody’s Job.” 


Cunningham Heads Group 


Chairman of the creative com 
mittee is John C. Cunningham, 3 
partner in Newell-Emmett Com 
pany. Other advertising agencies 
represented on the committee are 
Kenyon & Eckhardt; William Esty 
& Co.; Batten, Barton, Durstine & 
Osborn; Walter Weir, Inc.; Leo 
Burnett Company; J. Walte 
Thompson Company; Foote, Cone 
& Belding, and McCann-Erickson. 

Radio support is being planned 
by three radio committees headed 
by William Lewis, director of 
radio, K&E, with Philip Cohen 
director of radio, Sullivan, Stauf 
fer, Colwell & Bayles, as New 
York chairman. E. R. Borroff 
vice-president, American Broad 
casting Company, Chicago, is Chi 
cago chairman, and Lewis Alle 
Weiss, chairman of the board, Mu 
tual Broadcasting System, and 
vice-president, Don Lee Broad- 
casting System, is Hollywood 
chairman. The radio committees 
are working in close cooperation 
with George P. Ludlam, vice- 
president of the Advertising 
Council. 

Solicitation of sponsorship by 
national advertisers will be han: 
dled by a volunteer committe? 
whose chairman is Ivor Kenway, 
director of advertising and promo 
tion, American Broadcasting Com- 
pany. 

W. B. Potter, director of adver 
tising operations, Eastman Kodak 
Company, is the council’s volu 
teer coordinator on the campaig! 
Allan M. Wilson and Helen ! 
Crabtree are directing the coun 
cil’s staff operation. 


Willis Joins JWT 

William A. Willis has joined 4% 
Toronto office of J. Walter Thomp 
son Company as account execu 
tive. He was formerly with Jame 
Fisher Company, Toronto, 
during the war was with the In 
formation Branch, Wartime Pricé 
& Trade Board, Ottawa. 
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What’s in It? 


A detailed study of buying habits, ownership of appliances, consumer 


brand preference and dealer distribution in the following fields: 


FOODS COSMETICS AND TOILETRIES 
SOAPS ELECTRICAL APPLIANCES 
DRUGS HOMES AND EQUIPMENT 
AUTOMOTIVE TOBACCO PRODUCTS 


'N PHILADELPHIA—NEARLY EVERYBODY READS THE BULLETIN 


947-It’s ready now 


Tix SECOND annual analysis of consumer 
preferences in the Philadelphia market is 
ready for distribution. This 1947 study is 
an even more up-to-date comparison than 
last year’s report on what they’re buying in 


America’s third largest market — and where 


they’re buying it. 


It is a fact-crammed, scientific, detailed 
survey of buying habits. It supplies accurate 
figures on preferences among more than 
4000 brands of products— from baby foods 
to spark plugs, from washing machines to 
baked beans and cosmetics. If you are sell- 
ing or planning to sell consumer goods in 
this market, you will find the book full of 
information you can get nowhere else. 


Interviewers personally called on over 
5000 families from the seven great sales 
areas of the market in the preparation of 
the report. More than 140 questions were 
answered on the brands of grocery, drug 
and other household products Philadel- 


phians buy or own. 


Nowhere in the country has such a 
detailed consumer study been made of a 
market as large as this. It is free to adver- 
tisers or advertising agencies. Just use your 
business letterhead. Address: Advertising 
Department, The Evening Bulletin, Phila- 
delphia 5, Pa. Ask for “‘The Evening 
Bulletin 1947 Consumer Analysis of the 
Philadelphia Market.” 


Other Markets 


Consumer Analysis Market Surveys are 
now available from nine other markets, 
in addition to Philadelphia. They are 
standardized in every way, so that ac- 
curate comparisons can be made. This 
standardization of procedure further 
enhances the value of the reports for 
manufacturers and agencies. 
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6 
Heads Media Department 


Sylvia Stone has joined Alfred- 
George Associates, New York, as 
media director. 


a7 to the \ Z 
2'/2 BILLION DOLLA 


POULTRY INDUSTRY MARKET 


roy oe 
POULTRY Supply Dealer 


Burridge D. Butler, Pub. Prairie Farmer— WLS Bidg. 
P 1230 Washington Bivd., Chicogo 7, Minois 
Write on Business Letterhead For Morket Doto Folder 


Printers Ready 
to By-Pass New 
Closed Shop Ban 


CLEVELAND — Last midweek it 
appeared that by Friday, when the 
Taft-Hartley Act became effec- 
tive, the printers’ union would 
have a more or less satisfactory 
answer to the closed shop provi- 
sion of the hew labor law. 

Plans were drafted at the In- 
ternational Typographical Union’s 
annual convention to prepare new 
ITU policies by Friday which 
would by-pass the act’s provision 
that an employer may hire any- 
one he wants, without regard to 
whether the employe is a union 
member. The provision is anath- 


ema to the proverbially closed 
shop ITU. 

The union’s plan, as voiced by 
Woodruff Randolph, president, es- 
sentially would be to avoid sign- 
ing any contracts with news- 
papers or job shops. Union spokes- 
men assert that the closed shop 
ban applies only when contracts 
are signed. If the printers, by 
threat of strike, force printing 
houses to “understandings,” with- 
out contracts, the printers cannot 
be held guilty of violating the 
law, their spokesmen believe. 

Under such a program, the old 
union cry, “No contract—no work,” 
would give way to “Contract—no 
work.” 

Proposals were also under way 
last week to give Mr. Randolph 
complete authority to approve 


locals’ agrzements with employer 
groups. 

On Tuesday the ITU, an AFL 
affiliate, formally invited the CIO- 
Amalgamated Lithographers union 
to join the ITU. The 18,000-mem- 
ber lithographers union joined the 
CIO last year after a long con- 
troversy with AFL pressmen and 
photo-engravers unions. The ITU, 
which has more than four times as 
many members as the AL, offered 
to set up a separate department 
for lithographers if they join the 
printers. : 


Scott Heads JWT, Bombay 


J. Walter Thompson Company 
has appointed Denys Scott as 
manager of the Bombay office. 
Peter de Peterson is manager of 
the Calcutta office. 
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“Two-day sales success”... “traffic hard to handle” . . . this is the kind of response which 
has established The Sun as a major factor in the advertising plans of New York’s leading 
merchants. Day-after-day responsiveness and steady patronage from The Sun’s more 
than 300,000 substantial families has won for this newspaper outstanding acceptance 
from advertisers who know the local market best. For 24 consecutive years, Manhattan 


department stores have placed more advertising in The Sun than any other evening, 
morning, or Sunday newspaper. 


*Reported by the Retail News Bureau. 
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Must Keep Prices 
to Compete, FTC 
Told by Champion 


WASHINGTON — The makers of 
Champion spark plugs protested 
last week that they would be 
placed at a competitive disad- 
vantage if FTC goes through with 
proceedings designed to equalize 
Champion’s prices to auto manu- 
facturers and those for replace. 
ment part dealers. 

The spark plug firm denies that 
the manufacturers buy plugs for 
as little as six cents, but it says 
that such favors as manufacturers 
do get are designed to meet the 
equally low prices and services of 
other plug manufacturers. 

Champion feels its pricing pol- 
icies “create and maintain open, 
fair and healthy competition at 
every stage of distribution. and 
selling,” even if dealers are pay- 
ing as much as 26 cents for the 
same plugs. 

The commission contended that 
Champion’s price to manufacturers 
was a “loss leader” enabling the 
firm to establish itself in provid- 
ing original equipment, and that 
the loss is overcome by over- 
charging in the profitable replace- 
ment parts field. As FTC sees it, 
the replacement market, in effect, 
was used to subsidize the original 
equipment market. 


Says Policies Representative 


Champion said its pricing pol- 
icles were “representative” of the 
practices which prevail in the in- 
dustry. It contended that the 
special prices for manufacturers 
offset advantages of two other 
large plug makers, who were affil- 
iated with car builders, or who 
offered other parts in addition to 
spark plugs. 

“In view of these facts, issuance 
of an order would tend to injure 
our ability to compete, and would 
encourage manufacturers now 
purchasing plugs from us to pro- 
duce their own,” Champion said. 

The firm denied that “private 
brand” plugs which it sells Mont- 
gomery Ward & Co. are “of like 
grade and quality” with Champion 
plugs. FTC contends that prices 
for private brands of “like grade 
and quality” must equal that of 
a nationally advertised product by 
the same manufacturer, with al- 
lowances for different sales and 
delivery costs. 


Names Martin Agency 
George Homer Martin Associ- 
ates, Newark, N. J., has been ap- 
pointed to handle the advertising 
of Ford Steel Products Corpora- 
tion, Tarrytown, N. Y., manufac- 


turer of automatic hot wate! 
heaters and hot water tanks 
Newspapers in selected markets 


will be used, with direct mail fo 
jobber and distributor coverage. 


To VanSant, Dugdale 


International Bedding Con 
pany, Baltimore, has appointed 
VanSant, Dugdale & Co., Balti 
more, to handle advertising 
White Cloud bedding. The initia 
campaign, to be concentrated 1 
the middle Atlantic states, wi! 
include newspapers, point-of-sale 
merchandising, dealer helps an 
direct mail. 
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Names Justin Miller 

Justin Miller, president of the 
National Association of Broad- 
casters, has been appointed to the 
advisory board of Catholic stu- 
dents who will conduct an ac- 
ceptability poll of radio comedians. 
The poll is sponsored by the press 
commission of the National Fed- 
eration of Catholic College Stu- 
dents, with headquarters at St. 
Joseph’s of Indiana, Collegeville, 
Ind. 
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Plan fo Localize 
Magazine Ads 
Gets MAB Aid 


(Continued from Page 1) 
Labor Day. A tripartite non- 
profit organization— with the 
American Association of Adver- 
tising Agencies also participating 
—would administer the plan. 

In a memorandum to members, 
the ANA explained that the plan 
is “designed to fulfill a demon- 
strated public need . . . bridging 
the gap between reader and re- 
tailer,” helping companies to “sell 


the value of national advertising 
to their own organizations and 
dealers, providing a method of 
measuring advertising and retail 
sales effectiveness,” etc. The 
standard line or symbol would “be 
widely publicized so that readers 
will become familiar with it and 
the service it represents and will 
recognize it even in small size.” 


Could List All Dealers 


Participating advertisers would 
supply a list, either for all their 
dealers or of dealers carrying spe- 
cific items to be advertised, and 
would inform Western Union as 
to what they want inquirers told 
in places where they have no deal- 
ers. Where the list of dealers in 
one city is too long to be read, 
it would be divided and keyed by 


neighborhoods. 

Western Union, it was ex- 
plained, has 2,300 “independent” 
offices serving 5,000 cities and 
towns. In addition to helping 
readers locate retailers, the ANA 
said, WU facilities also might be 
employed for messenger delivery 
of product, samples or literature; 
for acceptance of collect telegrams 
ordering products not locally 
available; or for “in stock” checks, 
sample shopping, dealer merchan- 
dising, etc. 

A tabulation of inquiries by each 
city and town would be provided 
regularly to each advertiser. This, 
the ANA pointed out, would help 
advertisers obtain “a relative in- 
dex of copy effectiveness; be an 
aid to securing more or better 
distribution and provide a basis 


to the NATION’S 19th MARKET! 


Once you decide to use WGBI, you're as 


good as “in” 


in Scranton—Wilkes-Barre, the 


nation’s 19th market. Hooper, himself, gives you a 


lot of the proof in his Station Listening Index. With 


a morning rating of 49.8, WGBI climbs to 59.8 in 


the afternoon and jumps to 70.9 in the evening... 


highest in every period of all CBS stations studied. 


With that kind of listening preference 


(coupled with a high ‘‘Sets-In-Use”’ figure) your 


products are sure of a hearty welcome when 


you put your sales message on WGBI. For your 


own hand-embroidered ‘““Welcome Mat,” 


call 


your John Blair man. He’ll tell you about to- 


day’s availabilities. 


(Figures from Hooper Station Listening Index—Jan.-Feb. 1947) 


CBS AFFILIATE 


910 KC 
1000 WATTS 


500 WATTS NIGHT 
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for comparative rating of retaj) 
selling efficiency, etc.” 

Such a service today, the ANA 
said, would be “even more valu- 
able and necessary than before 
the war,” because it would aid i, 
introducing new products an 
companies, and new dealers an 
distribution setups; would keep 
track of the “unparalleled shift; 
in distribution,” the changed buy. 
ing habits and “pent up buying 
power,” particularly among the 
lower income groups. 

Hearst Magazines, ANA added, 
formerly had a “Phone to Find 
Who Sells It” service. This, how. 
ever, was “used on relatively few 
products because listings were 
limited to three dealers to a 
town; it covered only 125 cities: 
necessitated looking up a phone 
number in the magazines and wa; 
publicized only to a combine 
monthly circulation of about 3. 
000,000. Yet 165,000 calls were 
reported in the first year.” 
Advertisers of convenience mer. 
chandise sold at every corner 
store, such as chewing gum, cig- 
arets and soap, it was explained, 
would not need the service. These 
represent about 44% of ANA mem- 
bership. But the association found 
that “31% would likely have use 
for the service and 25% more 
might be interested.” 


WU Is Willing 


Nearly 600 national advertisers 
—about one-fourth of them ANA 
members—could use the service. 
Western Union has _ indicated 
that it is willing to contract for 
the operation with such a non4 
partisan, non-profit organization, 
The charge to advertisers would 
be paid only once, “at time of 
entry into the service, or on re 
vision of a list.” 
Present estimates indicate that 
initial listing of dealers can be 
done for about $35 per 1,000, 
Listings that require _ special 
handling would cost more “to 
cover maintenance of facilities for 
answering inquiries and miscella- 
neous expenses. .. A basic charge 
of $200 a month would be made 
to each advertiser. This . . . also 
would include the first 100 calls 
received each month.” After thaf 
a charge of seven cents a cali 
would be made. Charges might belay 
passed on to, or divided wit 
dealers. 
With Mr. Adams on the AN 
special committee are  Franf 
Ennis, America Fore Insuranc@ 
Leo Corcoran, Hoover Company 
Ellis Bishop, Royal Typewritem 
H. R. Smith, General Electriq 
John Roemer, Simmons Company 
Harold Horton, Singer Sewing Ma 
chine, and John Young, Gorha! 
Company. 

Among those said to be willin 
to serve as directors of the joi 
organization, are Mr. Adams; I. ¥ 
Digges, ANA counsel; B. C. Duff 
of Batten, Barton, Durstine & 03% 
born; A.. E. Haase, Jewelry It 
dustry Council; Paul B. Wes 
ANA president, and John Wile 
Fuller & Smith & Ross. 

The MAB was reported at fir 
as cool to the project, but reco 
sidered after the ANA commit 
had presented it to individu 
magazines. The Four A’s woul 
aid, among other ways, in a pr 
motion capacity. 
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NO OTHER PREMIUM PRICED MAGAZINE IN PUBLISHING HISTORY 


EVER GREW SO BIG. SO FAST on THE NATION’S NEWSSTANDS. isEND TODAY FOR 
FIRST READER SURVEY ON SPORT’s MARKET—AN APPRAISAL AND A MEASUREMENT OF ONE 


OF AMERICA’S MOST IMPORTANT MAN-AUDIENCES. 


First year's average newsstand 
sale of leading magazines: 


ESQUIRE 
110, 


000 
TRUE 
93,000 
TIME 
51,000° 
NEWSWEEK 
7,000 
ee 


*total circylation 18 months after issued 


tMacfadden Publications, Inc. 
205 E. 42nd St.,N. ¥.17, N.Y. 
221 North La Salle St., Chicago 1, Ill. 
Russ Bidg., San Francisco 4, Col. 
Statler Bidg., Boston 16, Mass. 


Mica! pcs ee, EG Eee Oe 


sport 
364,000 
F 
HOLIDAY ‘ 
250,000 


7. eS 
— “* f 


Pr 


7 " ; oh ; B 
Debts a “Oma ; é ’ ¥ v ie aie pee rt NE 4 ais : ~ ie - 4 Fes F soe Ries : 3 tats : y 
| pk Pigg" 
. Re a 
p A847 = 
retail 8 re en 
= 
. ANA fac a 
Valu- is 
gt 
before — 
aid in aa 
sand a 
Ss and 
keep Be 
shifts 
d buy. 
buy ing 
ig the 
added, : 
> Find 
» how. . 
ly few We 
ian 
were ie, 
to a en 
Cities; or 
phone 
nd was 
mbined a 
a 
out 3,. a } 
re mer- ia ie 
corner ! 
m, cig- a Bi 
plained, . ae E a . 
. These ee ora beh i 
\ mem- pels SS oe, aes hone yeee 
7s aero ae se ae Ss ia Rais . e kg ie hire 
peste oa > 7 ; metalic Tables Sh acnlgh G Shas oti fe / isi Pe tee pais: 
ri LS | ee Sl ee Ww : | ; 
4 S E RB A L L . F @] oO T B A L L —_ Bi 2 ty ae bar —— Rata oi Mise Pew r 7 “4 i i : peat ‘ 
: ° a igs ; ai ae % oa 
a cs Y; aS. ik a: eit i laa ee . E N N i S ¢ < “ 
is Ps = ; es y ™ ie ai a 2 a: oe: a ' as G O L F ee 
iy Dee ace ia 45? a yey. —— wm at a a: as Oe bi tee Ae * ‘ Hi a : 
, 2a ee he ee Ome = a 
. Gy Sea i eee } - ior ee ae RE ee ey = <i Waliaee 3 Z Se ; © 
i a =" ne Ken. ve aa ae na y - e Es a cite ae eo i = oy tig ae ba ie 7 gj j es eee 4 
. - os ain fa. kine - . Soo 5 4 Re aisis = j f j a a. a 
™ rea & er “ia "7 a é sy 4 oan. ae t.. — Rye . ¢ | ‘ PZ! 2 eal a 
4 a ; i ee Aves = aa i i 2 a ae). mn 4 a Si setts be a . { a ta : 4 
2 ae ce PCOS \ trea WE 06) . : a ae ee dae ae Se, : P : E ida, 
) aie ee ‘ oa Bee eS yas . ore : RR GS gl oe ee : ; ie ha eae 
a ee . * a any ee i * Yue —— a ae Bos 5 ote a — i —_— ai 
e te ale . ge 5 a : | < oe pee. bs oie Dis ne ee ee i aa 
Ae Rite : eee he i, ye ee ed ci eae a Sei a, ee din 
tl ae =. "6 _ oe . Toa hes * i ‘ig oN ek, : er ti = mee & : ae 
| : ie mit e eS s 7 : i: es ee Eo ot : is es. oe ae oe eta a Orne ee a 
i om le Sa - = — Se pe eas : ; Fal eae ie 2 ie Sorry 
e i - , ae aa = ae" el... > pia. 7 i _ oe ar SOs oan Py 
; : a ~ | - a — : « ictal. oe be Path, ‘ a bP oo : 4 See . % as," uy : Py “a “ = 
. . ee bs ra 3 is aati ie ‘ae ede 83 Bd Be : } 2 = F / pe gn oe . 7 ie sie : 
ae ae a Ae = s/s ee eS a 
ge =e - ae a Meee See . me Ss is ie geen te “ag ey 
/ a: ee Ct 5 ia re AE @ ose a er 
7 . ~ v < » ‘ es eo 2 xf Fo ¢ / Tie br: ; i * fe ‘ ae ra “ ‘haga ies B, ai yen ee a ie : - _ ; 
Be s f ~ F : a ; oe ¢ ell Ane Ss Sa MN eee om 4 ‘on Bra 
PR! on pm eee = ge? oo Cs a = Cae te. 7 
i ae P .@niee “4 g vl 7 aa * Pe: a a — ee 
>» i. £i4 ‘  . eS — (tC + Pe : SA ie - _ B4" : aoe 
2 ; em = _ gol a ae, ae “ 4 Bi. 8 _ 
5 4 J ~ aa —<#A —- = 4 4 ; 
, aie oo) Baa % ; : Ss ie rs be 
4c y he = Caps f WI a. gee : 7 ae 
- q 1 * ‘ 5 = q > 3 te & vt ; if ! f ad ‘ - :: wan > a og r " ® ‘ 7 : ie y 
t aH = ng RE f 25a r% ” J 4 a” : | f 7 
q % ae es 2 ws ( ‘ ° Bie : , | 
t \ \ t P. 7a * : ; , Sg Pg o i A a 
: - : 4 : ; ; Z . : j : Be, Nie ic : 
mn £2 4\ “NS ioe iE he: : AS | Bee 
ure a f * % ra ie 4 ad § is /  ' Zz a 
— : es’ ee - Pew Loa “ ; 
‘ ie — * Y ’ , > 2a ; f Ris | 
f ae i a . mei. 49 i ; ba : 
é i fe - & % 4 , Te Re 
la “e ——aA vy | ps” Sige F aa ‘ 
a 5 ae RR De, : j lagen % ; 
—— oe m - a —_ ~ a sb " a = 4 ss : " | 
SS ie a : ae 
a Te woe ne <P war , ; ms | —_ : re rat in 
eo oa Oz TH 
- ; E GRear 
_ g (4 4 STORY of . 
> j pi TWO BROTHERS am eS 
the Atm: MEMBER + 
rector’ RO 'F You WE 
REC -" CKNE , RE 
4 
BUIL F JAC K lE RO 
NE 4 8Y GRANTLAND RICE ly ! NSON 
ctober | : (SEE Pace 40) 3 ei cae 
” hae bi . +o i Te “sl v 


10 


Start Trinidad Station 


Radio Trinidad, the first com- 
mercial radio station for the 
Caribbean Sea island of Trinidad, 
will begin broadcasting next 
month on 2,000-watt power. Wil- 
liam A. MacLurg, formerly with 
British Broadcasting Company, is 
general manager. 


* YOUR DIRECT MAIL* 


the day you want it 


the way you want it 
eee 
Direct Mail Specialists 


@ Multigraphing 


@ Mimeographing 
© Mailing 


@Addressing 
* “megs Lists 
@ Varityper Composition 


CALDWELL 
LETTER SERVICE 
8 WEST ONTARIO STREET 


aioe 8154 eis, 


Local Stations 
Can Use More 
Plattered Shows 


New York — Station managers 
prefer transcribed musical pro- 
grams for sale to local advertisers, 
with dramatic shows in second 
place and variety broadcasts third. 

These were the preferences ex- 
pressed in a recent nationwide 
survey conducted by the NBC 
Radio Recording division. Ques- 
tionnaires were sent to station 
and.commercial managers of 1,015 
stations who indicated a market 
for approximately 7,200 full-year 
series of transcribed programs. 

Of the number questioned 31% 
chose musical programs, with 27% 
voting for dramatic shows, 22% 
for variety and 20% for juvenile 
series. 


| sized that the shows must be con- 
sistent with the limited budget of 
|local advertisers. 

| Sounds of live studio audiences 
|—laughter and applause—im- 
/prove the transcribed programs, 
it was suggested, and local sta- 
tions favor lead-ins to the local 
commercial by the transcribed an- 
nouncer. 


Davis Resigns X L N T 

Davis & Co., Los Angeles, has 
resigned the recently acquired ac- 
count of X LN T Spanish Foods 
because of formulation of plans 
for a new product that would 
compete with an old-time Davis 
account. 


Mattoon Elected V.P. 


Henry A. Mattoon, copy de- 
| partment manager and head of all 
|creative work on publication ad- 
vertising at Compton Advertising, 


Colgate Sales and 
Earnings Rise Sharply 

Colgate - Palmolive - Peet Com- 
pany, Jersey City, reports do- 
mestic sales for the first six 
months ending June 30, 1947, 
amounted to $132,306,711, com- 
pared with $72,839,504 for the 
same period last year. Total 
world-wide sales were $159,428,- 
336, an increase of $66,356,808 
over the first half of last year. 

The higher 1947 sales resulted 
from an increase in volume of 
products sold and higher selling 
prices, E. H. Little, president of 
the company, said. Net profit for 
the first six months of 1947 was 
$9,783,002, compared with last 
year’s $6,311,156. 


Opens Detroit Office 
Robert Reis & Co., New York, 
manufacturer of men’s wear, has 
opened a Detroit sales office in 
with 


Commercial managers 


New York, has been elected a|the David Scott building, 
empha- | vice-president of the agency. 


Harold Payette as manager. 


Formula...to formula 


To age, 


deliver power, prestige, influence, 


time and circumstance selling the young becomes more 


important, more imperative. While 


predominating, enormous impact 
and influence— apparent in brand 


wealth, wisdom... head of the table. 


majority stockholder, badge of 


office, chairman of the board, family 
autocrat, maker of heirs. 

But the Last Decade, so rich in 
prizes and perquisites, is the valley 
of wants and needs. The vital fires 
are banked, the urges insulated, 
the batteries low, the vision turned 


every advertisement, in the scholarly 
quarterly or mass picture magazine 
reaches some segment of young 
audience...the eight-to- 
twenty wedge of the 
population pie chart has 
erected its own type of 
medium...with 50 million 


consciousness, mail orders, box 
tops, inquiries, coupons or any 
other accepted evidence of 


advertising effectiveness. 

Selectivity in buying 
is just as vital in this 
bmedia field as in any 
other. Start with the best... 


backward and inward. 


The requirements of the elderly 
come close 


sleep. sun, 


activity. But even here there is a vast 
difference .. 


urged to 


In a population with a 
steadily advancing age rate... 


drink his 


Grandson hollers for it! 


circulation, exceeds in newsstand 
sale and reader traffic all the largest 
major general magazines combined! 
to those of infancy— 
simple food, limited Ix 90% ofthe U.S. homes having 
children from 8 to 20...the comics 
magazines are preferred reading, 
reach 85% of the youngsters, 
and 40% of the adults as well 
..-have long life, high multiple 
readership, with the teen ages 


. Grandfather has to be 


milk. 


National Comics group, identified 
by the Superman-DC symbol on the 
covers—with more than 8 million 
monthly circulation ABC, reaching 
nine out of ten regular comics 
magazine readers, costing about 
one-third as much as circulation of 
the general magazines...a proven 
productive medium, used by an 
impressive list of major advertisers. 
For full facts, case histories, call... 


thi The National Comics Group 


RICHARD A. FELDON & CO., INC. National Advertising Representatives 
205 East 42nd Street, New York 17,N. Y. ¢ Chicago « Los Angeles ¢ San Francisco 
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Census Bureau to 
Release 440-Page 
County Data Book 


WASHINGTON — An _ importan 
new reference book for marketin 
men will be offered by the Censy 
Bureau early next month sun 
marizing pertinent populatioy 
labor force, housing, distributioy 
and manufacturing facts for morg 
than 3,000 individual counties an 
metropolitan county groups. 

Titled “County Data Book,” th 
440-page volume is a supplemen 
to the annual “Statistical Abstrac 
of the United States.” The pur 
pose of the new volume is to co! 
lect 91 significant facts about eac; 
county in a single place wher 
they can be readily found. 

While most of the facts arg 
taken from the big 1939 censuses 
the “County Data Book” also con 
tains local information for eac! 
county indicating the impact o 
wartime contracts and construc 
tion. 


To Be Ready Sept. 6 


It also provides population esti 
mates for 1943, based largely o 
wartime ration book registrations 
residential telephones as of Jan. | 
1945, and E Bond sales and ban 
deposits for 1944. Three serie 
from the 1945 Census of Agricul 
ture include number of farms 
acreage and cropland harvested 
for each county. 

The “County Data Book” wil 
be offered by the Superintenden 
of Documents on Sept. 6. Th 
price is expected to be $2.75. 

A new edition of the “Statistica 
Abstract of the United States, 
which contains more than 1,00 
tables summarizing major statis 
tical series, will be offered abou 
Nov. 1. 

The “County Data Book”’ is thé 
econd supplement to the ‘“‘Statis 
tical Abstract” developed by th¢ 
Census Bureau. An earlier one i! 
December, 1944, contained 89 im 
oortant facts about each of th 
390 cities with populations ove 
125,000. The “Abstract” itself deal 
| largely with national totals, bu! 
|includes some state distributions 
| ————________ 


Worden Joins Geyer 

Howard T. Worden, recently a! 
independent motion picture pro- 
| ducer, and formerly vice-president 
of Foote, Cone & Belding, and ac- 
count executive with Young & 
|Rubicam on the Packard and 
Westinghouse accounts, has joined 
Geyer, Newell & Ganger, Detroit) 
|as an account manager, in charge] 
of the Kelvinator account. 


KOWL Makes Air Debut 

Station KOWL, five kilowatt Los 
Angeles station, made its forma 
bow on the airways Sunday, Aus) 
10. The station has been in 0p- 
eration since July 30. 
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NEW JERSEY'S FOURTH LARGEST ARE 


Bayon" |p 


) ee, ; 
x CANNOT BE SO 
\y FROM TH 


2s OUTSID! 


The BAYONNE Times is the only nev 
that can sell this wealthy New Jersey 

home of over 100 diversified industri« 
for the new BAYONNE Times 1947 Mark 
Book and find out why Bayonne has ! 
a test market for many National Adv: 


THE BAYONNE TIM 


Y REPRESENTED 


BOGNER & MARTI! 
295 MADISON AVE. NEW YORK @ 228 W LA SALLE S 
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of the Building Industr 


because it has the 


Largest volume of advertising... 337 pages 
Largest number of advertisers ... 259 firms 
Largest number of paid dealer subscribers 
Widest use among dealers 

Biggest selling power for advertisers 
Total Distribution—20,000 copies to Dealers 
and Wholesalers 


85% of the Buying Power 


ADDED SALES IMPACT... 


Used by 20,000 dealers. Remember that 100,000 
contractor-builders read the pages of your catalog 
in this Directory over the above dealers’ shoulders. 
Through PRACTICAL BUILDER they are directed to 
this source of information. No other directory gives 
this contractor-dealer tie-up. 


panuaer 
i 


This is the Directory that is universally acknowledged by dealers and manufacturers as the 


most valuable book of its kind now being published. 


Dealers use it all year as a buying guide. It lists 15,000 product buying possibilities, shows 
500 construction tables and estimating data, 2,500 brand names, with names of manu- 


facturers, 1,600 wholesalers of building products. 


Your catalog in the BSN Directory works for you every day-—while your salesmen are 
somewhere else. Be certain your catalog material is in the original Directory that, because 
of the function it performs, has universal acceptance and usage. To insure proper listings in 


bold face type, reserve space for the 1948 Directory before October 1st. 


BUILDING SUPPLY NEWS 5 So. Wabash Ave., Chicago 3 


The Original Dealers’ Directory— Now in its 11th Year 
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(Del. 1337), 330 W. 42nd St., New York, 18 
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National Brands and Turnover - 


A. C. Nielsen Company has 
done an important service in re- 
leasing data on relative turnover 
velocity of national brands and 
“unknown” brands in drug and 
grocery stores, as reported by Ap- 
VERTISING AGE Aug. 11. 

The fact that well known na- 
tional brands turn over faster on 
retail shelves than brands which 
have little or no promotional push 
behind them will not surprise 
many merchandisers. The whole 
theory of brand promotion is to 
make a particular brand a 
“wanted” brand, and thus move it 
into consumption faster than les- 
ser known and less desired brands. 
But Nielsen’s statistical proof that 
“wanted” brands turn over more 
quickly adds cogency and _ sub- 
stance to all discussions of this 


subject. 
The Nielsen stock-turn tabula- 
tion is particularly important 


now, because, to a larger extent 
than many have realized, retailers 
and wholesalers have been on a 
buying strike, with resulting head- 
aches for manufacturers. 

Faced suddenly (although one 
can scarcely say without warning) 
with a situation in which many 
items which sold well during 
shortages are now threatening to 
nest permanently on their shelves, 
retailers have in many cases cut 
down on all buying, of all prod- 


A Little Shelf 


As 1947 approaches its final 
third, it becomes increasingly 
clear that this year is not going to 
be the historic twelvemonth in 
which television throws radio for 
a loop. In fact, it begins to look 
suspiciously as though television, 
which has been “just around the 
corner” for a dozen or more years, 
is going to maintain that rela- 
tively modest position for some 
time to come. 

We have few doubts that tele- 
vision will some day become an 
important advertising medium, 
but we have developed an increas- 
ing skepticism of all claims. 

We have a feeling—a somewhat 
heretical feeling for an adman, we 
confess 
which television faces is the at- 
tempt to have it develop full- 
blown as an advertising medium 
Television as an instrument of 
communication is too important to 


be merely an advertising medium, 
any more than radio, or maga- 
zines, or newspapers, can be 


merely an advertising medium. 


They are all good advertising 


ucts, indiscriminately. 

The Nielsen studies show that 
this does not make sense. These 
studies indicate that well known, 
“wanted” brands of foods and 
drugs, at least, are moving rapidly 
off retail shelves, and that their 


“Let's start our radio program with a loud ear-opener—remember we come on 
right after Senator Smelt's weekly discussion of economics!" 


inventory position is at or near 
normal. The cats and dogs, which 
sold well when there was nothing 
else to buy, are the categories that 
are cluttering up good shelf space 
in retail stores and moving slowly,| More Than Daring 
or at substantial price reductions,}| Last week, in a salute to V-J 
or not at all. Day’s second anniversary, Nash- 
The yelps from manufacturers Kelvinator Corporation published 


: f ‘ ; an advertisement purporting to be 
ol Rs 4 gtr pig: the peacetime thoughts of the 
strike have been loudest in the same young bombardier whose 


soft goods lines, but they have not] musings on the way to his target 
been unheard in the furniture and] had supplied the copy for a war- 


furnishings field, and even in foods | time N-K ad. 

and drugs. They will not subside Nash-Kelvinator belonged to 
over night. Retailers are still] the retrospect, status quo or Blue- 
cautious, and some are getting} berry Pie school of wartime copy- 
a quiet bit of enjoyment out of|Ziting, and as such it has the 
fnding some of their haughtier advantage over those advertisers 


. who riveted their advertising 
sources on the anxious seat for the vision on the brave new world to 
first time in half a dozen years. come. That is, if the ad’s hero 

But retailers, like manufactur- was really yearning for the maple- 
ers, are in business to make] lined street of his home town and 
money. The turnover velocity of|the white frame house he loved 
brands which have a good reputa-|So well and for his old desk at 
tion and are well known to the| the rendering works, there is con- 
public makes those brands better siderably more likelihood that he 
buys for retailers than ever be-|"0W has them than if he had been 
ian promised a new, miracle house, a 


that one of the troubles| 


And there are encouraging 
signs that more and more retailers 
recognize this fact. 


lightweight automobile of unbe- 
lievably low price, or instant radio 
communication between his wife 
and himself. 

Well, the Nash-Kelvinator copy 
stands up better under postwar 
examination than many another 


for Television 


media, not because someone origi- 

nally decided to develop them for advertiser’s, even if it did sound 

such a purpose, but because they | little silly to many of the men 

fill an important public need and | actually doing the fighting (there 

want. |used to be some beautiful, ob- 
Advertising pays all the bills| scene and brutally funny parodies 

for radio broadcasting, but it still|Of that “When I get back” theme 

remains, and must always remain, | kicking around the Pacific). , 

a by-product of radio. The same If you want to Bet . 
oer “ in ‘feeling of unreality, just run 

thing obviously applies to video. | through the ads in any of the 

Yet basically, video is being de-| general magazines of 1943 and 

veloped in an atmosphere in| 1944. You'll wind up feeling like 

which its function as an advertis-| Alice. 

ing medium seems to be upper- : 

most in every one’s mind, because | Split Run 

it was decided in advance, and by| It may have escaped your at- 

almost unanimous agreement, that | tention that the Half-Size Adver- 


; : |tising Council, recently formed 
advertisers were to pay for run- + 43 

t f tt oan |group of manufacturers specializ- 
ning r » very start. ‘ ae “f 
ae See eee Very oe ing in half sizes for women’s 


When and if television demon- 


clothing, 
| Strates (as it 


undoubtedly will| vertising campaign to 
|some day) that people by the mil- | September. 

lions not only want it, but insist : . 

|on having it, then it will auto- Dubious Tribute 

| matically important Almost unnoticed was 

| advertising medium Advertisers Brewster's ows tribute to the art 
|can help hasten that day, but tele- of public relations. He told PI's 
‘ Alexander Uhl: 


begin in 


become an 


vision can never achieve full stat- 
jure merely as an advertising me- 
| dium 


these maneuvers. It is Carl Byoir, 
his public relations man, who is 
seeking to confuse the situation 
and is doing it with his usual 
adroit talents. He’s probably get- 
ting a fat fee for it, but if I were 
Hughes .I wouldn’t pay him a 
nickel.” 

On the theory, evidently, that 
adroitness is its own reward. 


Good, Repeat, Good 


Some time ago we said we 
thought Storkline Furniture Cor- 
poration, which makes nursery 
furniture and vehicles, was doing 
a superb job of what radio might 
call combining commercials and 
public service. 

In the Aug. 18 Life is a half- 
page which warns mothers to take 
their children into the store when 
shopping, not to leave them alone 
in their carriages or in the car. 

The National Safety Council’s 
advice on this point is repeated 
in the ad, and Storkline says flatly: 
“A tempting invitation to kid- 
Mappers is an unattended baby. 
Or a carriage left alone may drift 
off the walk into traffic (you may 
‘forget’ to set the brake). The 
hazards are many ... and fear- 
ful.” 

And Storkline offers to send 
mothers a free copy of the coun- 
cil’s leaflet on safety rules. 


Trinidot 


Guess we ought to tell you that 
on a recent program to celebrate 
National Iced Coffee Week over 
WOR there was a special Calypso 
song, to wit: 

Drink Iced Coffee Trini-do 

Double strength coffee poured 

on ice 

Makes Iced Coffee . . 

Add Angostura . 

got 

Tasty Iced Coffee Trini-dot. 


. very nice 
. .then you’ve 


has scheduled an ad- Jottings 


Banner & Grief reports that 


| during the run of “Miracle on 34th 
|St.” there was a noticeable up- 

|swing in the sale of “Old Nick” 
Sen.| candy bars in theater lobbies. . 


If you’ve never thought much 
about your business letterhead, 
you'll be interested in American 
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The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agence 
executive writing on his busines; 
letterhead. Address ADVERTISIN; 
AcE, 100 E. Ohio St., Chicago || 
Il. 


No. 2857. Jackson, Miss.—103,975 
Population. 

The Katz Agency has issued this 

folder, which reports figures from] 


the city directory, covering Jack-j 
son, Miss., and its suburbs, East 
City. Thef 


Jackson and Pearl 
folder, issued for the Jackso; 
Clarion-Ledger and Daily News 


also includes a report on _ the 
building program of nationally) 


known firms and the increase ; 
buying power in the area. 


No. 2858. The American Magazind 


Market for Pens and Pencils 
The extent of the market among 
school-age children and adults fo 
fountain pens and automatic pen- 
cils is shown in this reader sur- 
vey report issued by the America 
Magazine. The magazine, throug! 


a nationwide poll, determined thaJ 


during the next 12 months. abou 
570,000 readers will buy fountai: 


pens for themselves and an addi-J 


tional 516,000 will buy them fo 
gift purposes. 


No. 2859. 12th Annual Grit Reader 
Survey. 


A newsreel of brand preferences 


—what people buy in small town 


America—is shown in this de- 
tailed 1947 report, issued by Grit 


Grocery products, drugs and cos 


metics, appliances, tobacco and 
many other classifications  ar¢ 
covered. 


No. 2860. Hotel Rehabilitation. 


The hotel market—what hotel: 
plan to buy and the amount o! 
money they will spend in the next 
three years for rehabilitation of 
their establishments is reported in 
this report of a survey made by) 
The Hotel Monthly. 


No. 2861. American Home Reader-| 


Consumer Panel. 

Opinions, plans and preferences 
of American Home homemaker: 
are tabulated in Report No. 17, is- 
sued by the publication. House- 
cleaning methods, pets, trave 
cereals and coffee are some of the 
subjects covered. 


No. 2862. One-Story Magazine. 
The August issue of ‘One Stor) 
Magazine,” issued by Popula 
Publications, acquaints advertiser: 
with the type of fiction that ap- 


pears in the 25 magazines of thej 


group. 


No. 2844. The Indianapolis Story} 
The Indianapolis Star, in this 


booklet, describes its market vill 
illustrations, graphs and maps 


and reports on its circulation ancl 


advertising gains. A_ tipped-il 
newsprint page illustrates an ad- 
vertiser’s use of color. 


No. 2827. 
Value. 


This is the 1947 editien ot ' 
St. Louis Globe - Democrat’s 
metic survey, aimed at he! 
cosmetic manufacturers esti! 
the market for their product 
the St. Louis area and deter! 
changes in the movement of p! 
ucts. 


St. Louis At Its Fact 


No. 2842. Farm Equipment J: 
bers and Distributors. 


This Farm Implement Ne 


“I am sure you are experienced | Writing Paper Corporation’s book-| booklet lists over 750 farm equi 
enough to know that it is not|let called “A Fine Letterhead Is a| ment jobbers and distributor 


Hughes whose mind is behind all| Business Asset.” . . |U. S., Canada and Hawaii. 
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“NOW LET GEORGE TRY 
TO GET THE INQUIRER!” 
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EVERY PAGE IS A 


INQUIRER NOW IN 14th YEAR 
OF ADVERTISING LEADERSHIP 


maintained leadership in 


- leadership in. Philadelphia a 
_ advertising linage for Women's — 


REASON WHY PHILADELPHIA WOMEN 
PREFER THE INQUIRER 


Philadelphia women have taken The Inquirer to 
their homes .. . and hearts. They can’t imagine a 
day without The Inquirer’s complete, authoritative 
reporting of the news... the many features that 
inform, amuse and entertain. Thus a great loyalty 
has grown up for The Inquirer: A loyalty reflected 
by The Inquirer’s advertising leadership in 


America’s 3rd market! 


TELL IT IN THE MORNING...TELL IT IN 


The Philadelphia Anguirer 


Yotional Advertising Representatives: OSBORN, SCOLARO, MEEKER & CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN, SAN FRANCISCO 


Vember: AMERICAN NEWSPAPER ADVERTISING NETWORK; FIRST 3 MARKETS GROUP; METROPOLITAN GROUP COMICS; METROPOLITAN GROUP GRAVURE 
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Friday's Favorite 
Grocery Shopping 
Day in Knoxville 


KNOXVILLE—Saturday isn’t the 
housewife’s favorite shopping day 
in this eastern Tennessee city, 
either. P 

A recent study by the Knox- 
ville Continuous Consumer Panel, 
reflecting the buying shift revealed 
in similar surveys in other cities, 
showed that 48% of the home- 
makers pick Friday as their usual 
grocery buying day. Saturday was 
next, however, with a percentage 
of 31.2. 

Department store and clothing 
shopping was distributed more 
evenly throughout the week. But 
Friday (22.8%) and Saturday 
(24%) are the busy days in this 
market, too. 

The Knoxville panel is com- 
prised of 250 families, selected to 
parallel the distribution of popu- 
lation by census tracts, race, eco- 
nomic groups, home ownership, 
family size and type of home. 
The project is conducted jointly 
by the University of Tennessee’s 
School of Business Administra- 
tion and the Knoxville News- 
Sentinel. This report covered 
the period of October, 1946, 
through March, 1947. The fam- 
ily’s grocery, drug, clothing and 
house furnishing needs were con- 
sidered. 

Independent grocery stores do a 
sizable amount of standard drug 
and cosmetic business in this sec- 
tion, according to the report. 
These stores account for sales 
totaling 11.3% for toothpowder, 
11% for toothpaste, 12.9% for 
razor blades and 16.6% for laxa- 
tives. 

Knoxville’s isolation from met- 
ropolitan communities, which have 
little real influence on the local 
shopper’s buying habits, makes it 
especially suited for this type of 
study, according to Arthur Mc-| 
Anally, advertising manager of 
the News-Sentinel. 


Sarfert Hosiery to JWT 


Sarfert Hosiery Mills has ap- 
pointed J. Walter Thompson Com- 


pany to handle its advertising. The | | 


campaign, beginning in November | 
publications, will introduce the) 
Sarfert name to the public for'| 
the first time. Previously, Sarfert | 
products have borne the impemny 
of department stores and men’s | 
specialty shops. 


43.7% 
Is ST. PETERSBURG 


In 1946 St. Petersburg’s 
retail sales amounted to 
$85,634,000. This was 
43.7% of the Tampa-St.| 
Petersburg Metropolitan 


| 
| 


Market. (Total $195,889,- || 


000 — S. M. figures) 
It pays to advertise to St. 


| 
| 


Joins Zimmer Agency 

W. B. Tischendorf, public rela- 
tions director of Curtiss-Wright 
Corporation in Louisville during 
the war, has been appointed an 
account executive of Zimmer- 
McClaskey-Kintner, Louisville. 


To Hixson-O’Donnell 


Standard Brewing Company, 
Scranton, Pa., brewer of Tru-Age 
beer, has appointed the New York 
office of Hixson-O’Donnell Adver- 
tising. 


Dallas May Have 
a Video Set in 
Each Hotel Room 


DALLAS — Video will come to 
Texas in a big way if the plans 
of Rogers Lacy and Tom Potter, 
two Texas oil men, materialize. 

In the name of the Lacy-Potter 
Television Broadcasting Company, 
an application has been made to 
the FCC for a license to operate 


on channel eight, at 36 kc. for 35 
hours a week. Studios of the 
$500,000 station would be located 
atop the proposed new 47-story, 
Frank Lloyd Wright-designed 
Rogers Lacy Hotel, and Mr. Lacy 
plans to keep his guests happy 
with a video receiver in every 
room. 

Advertising rates on the new 
outlet, says the application, are to 
be “in keeping with good busi- 
ness practice and with the needs 
and abilities of local advertisers.” 


Advertising Age, August 25, 1947 Be advert 
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Costs and profits will be shareq 
by the partners equally. 
According to engineers’ surveys. 
signals would reach outside the 
Dallas area to serve Fort Worth 


CHIC. 

and other Texas communities. naries 
st aaa al bird fo 

Dinic Joins Rheem At 1 
Carl J. Dinic, formerly with =" I 
American Locomotive Company § °°™P#! 
and U. S. Steel ‘Corporation, has § Radio 
been appointed manager of com. Mpert ¢ 
mercial research of Rheem Mfg Mi week | 
Company, New York. casts 
-— -—— 
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Petersburg—but remember 


to use St. Petersburg’s own 
newspapers. No Tampa 
newspaper has as much as 
600 average daily circulo- 
tion here, and St. Peters- 
burg papers cover this city 
like the sunshine. 
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Canaries to Sing 
for Bird Products 


Cutcaco—Nobody can beat ca- 
naries at singing the praises of 
bird food. 

At least that’s how American 
Bird Products, Inc., feels. The 
company has signed the American 
Radio Warblers—a group of ex- 
pert canary chirpers—for a 26- 
week 15-minute series of broad- 
easts over the Mutual network. 


The program, which is in its 20th 
consecutive season on the air, will 
be heard at 12:15 p.m. CDT, start- 
ing Oct. 19. 

Time was bought through Wes- 
ton-Barnett, Inc. 


Names Ferguson Agency 


Knox Crutchfield, Lynwood, Va., 
maker of Old Virginia water- 
ground corn meal, has appointed 
Courtland D. Ferguson, Inc., 
Richmond, Va. Newspapers and 
radio will be used. 


Gets Tele Account 
Consolidated Television Corpo- 


Newspapers Thin, 


ration, New York, manufacturer French Magazines 


of commercial and home television 
equipment, has appointed L. H. 


Hartman Company to handle ad- Offer Big Volume 


vertising and promotion. 


Names Joe Hicks 


The centennial committee and 


New YorkK—Robert W. Orr, 
head of the New York agency 
bearing his name, forecasts gen- 
eral economic recovery in France 


the public relations committee of and England by the end of 1949, 
the Chicago Board of Trade have| Provided the —— of Com- 
named Joseph W. Hicks Organi-|™unism subsides. 


zation as public relations counsel. 


Mr. Orr, who recently returned 


1 BW advertiser is ° 


FOR SIXTEEN YEARS the Metropolitan Life Insurance 
Company has advertised in Business Week. 


In 1946, under the classification *Insurance for Busi- 


BW adve 


rtiser js 


Co., Hardware Mutual Casualty Co., Hartford Steam 
Boiler Inspection & Insurance Co., Home Insurance Co., 
Johnson & Higgins. 


ness Needs, Business Week carried far more pages of 
this type of advertising than any other general busi- 
ness publication or general news weekly! 


Other insurance advertisers who have been with 
Business Week for periods ranging up to fifteen years 
include the John Hancock Mutual Life Insurance Co., 
Travelers Insurance Co., Aetna Life Insurance Co., 
American Credit Indemnity Co., American Surety Co. 
of New York, Employers Mutual Liability Insurance 


BW IS MORE EFFECTIVE! 


The insurance field knows that Management-men de- 
cide what types of insurance their companies will carry, 
and with what insurance companies it will be placed. 
They know, too, that these men have fine incomes and 
are heavy buyers of insurance to meet personal needs. 
Per advertising dollar, Business Week reaches more 
Management-men than any other general business or 
general news weekly. 


WHEREVER YOU FIND IT, YOU FIND 


A MANAGEMENT-MAN ... 


*Based on Publishers’ Information Bureau 
analysis of 1946 advertising. 


WELL INFORMED 
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from France (his agency handles 
Schiaparelli), said he was im- 
pressed by “the amazing beauty 
of French magazines. The fashion 
and class magazines are equal in 
content to our finest publications.” 
He also noted a trend to illustra- 
tions in preference to  photo- 
graphs. 

French newspapers, he reported, 
are limited to four pages, the 
same as the British dailies, but 
French magazines are printed on 
heavy, coated stock, carry a heavy 
advertising volume and offer an 
unlimited number of _ editorial 
pages. 


To Resume ‘Fashions’ 
Marshall Field & Co., Chicago, 
in the fall will resume publication 
of its magazine for customers, 
“Fashions of the Hour.” It was 
first published in 1914. Kathryn 
Rickman, until recently advertis- 
ing coordinator for the women’s 
apparel division of Field’s, has re- 
sumed her position as editor of 
the publication. Elizabeth Mahan, 
former advertising department 


copywriter, has been named as- 
sistant to the editor. 


LQ) WELL) KIT 


HOME [HAL 


CFT... 
PREMIU 


OR PRIZE 


Hallowell “Home and Hobby” 
Kits contain—within their com- 
pact handles — useful tools 
that will be used over and over 
again by your prospects end 
cusiomers . . . in their home 
and office, on their farm or 
around their automobile . . 

to make emergency repairs or 
build models. And they remind 
clients constantly of the serv- 
ices you perform or the prod- 


ucts you make. 


Tread-grip, hollow, red plastic 
handles . . . fit snugly in the 
palm of your hand. . . are 
durable and light in weight; 
precision-made of 
high-grade steel; Kits can be 
imprinted with your name at a 


tools are 


nominal cost. 


about 
these good-will builders and 
handy reminders . 


For more information 


. write 
for descriptive literature and 
prices. 


Kits Pat's Pend. Over 44 Years in Business 


STANDARD PRESSED } A co. 


| JEMRINTOWN, PA. Bon 
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teh us about... 
CUSTOM MOLDED 
PLASTICS FOR 
SALES PROMOTION 
PROGRAMS 


WE OFFER A COMPLETE SERVICE iN THE 
“PRODUCTION OF PLASTIC PRODUCTS 


PLASTIC ENGINEERING, INC. 
8506 LAKE AVENUE 
CLEVELAND+2+OHIO 


Proctor Sends Its 
Toasters by Wire 


New York—An orchid, adver- 
tising display material, a recorded 
sales message, and letters from 
Proctor Electric Company head- 
quarters were simultaneously de- 
livered to 486 electrical appliance 
distributors by Western Union re- 
cently, in an unusual merchandis- 
ing-by-messenger stunt to intro- 
duce Proctor’s new toaster. 

As the company presented the 
new product to its own sales force 
in convention at Shawnee-on-the- 
Delaware, messengers across the 
country unboxed the toaster, which 
rested on a burgundy velour base 
set inside a transparent Plexiglas 
box. An artificial orchid, in addi- 
| tion to the natural one, bore a tag 
|which read: “A distinctive new 
|toaster by Proctor.” The appli- 
ance reheats cold toast. 

Charles G. Duy Jr., advertising 
bmn sales promotion manager for 
Proctor, explained that the pur- 
| pose of the dramatic presentation 


|was to impress upon distributors | 
the scope of advertising being 
given the new product. National | 
magazines are to be used, starting | 
in October. 

The distributors were pleased. | 
One enthusiastically wired the 
company: “Duy for President.” 

Newell-Emmett Company is the 
agency. 


Forjoe Moves Office | 


Forjoe & Co., national radio rep- 
resentative, has moved its San 
Francisco office to 607 Market St. 
Lawrence Krasner, manager of 
the company’s West Coast opera- 
tions, will make his headquarters 
there, and Leona Brandes, for- 
merly of the Westwood Agency, 
has joined the company’s Los An- 
geles office as assistant manager. 


3 Appoint Rand-Ries 

Rand-Ries Advertising, Cin- 
cinnati, has been appointed to 
handle the accounts of Frank & 
Meyer Neckwear Company, St. 
Louis; Oriental Rug Company, 
Lima, O., and Tiffany Asphalt & 
| Grease Works, Dayton. 


a ee 


Seige 


And where there’s money to spend, people like to spend it 


.- like you... like me. 


( K QW is the only Columbia station serving San Francisco. 


KQW is the only Columbia station serving the important 
14 county San Francisco-Oakland Bay Market—2% million 


people—and, at low cost. 


EXCLUSIVELY via 
Delivers the Columbia 14 County 


San Francisco-Oakland Bay Market! 


Of the nation’s ten largest cities San Francisco is first, 
highest in per capita buying power. 


Pacific Agri 1 iF dari aE q 
San Jose, California 


2 TAO on your dict 


_=-7~ Sen Francisce Studios 
Palace Motel 
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Charles R. Prilik, art director of J. Walter Thompson Co. in Chi- 
cago, who recently had a group of paintings on exhibition at the 
Little Gallery, has forsaken all his former hobbies for his favorite 
activity, and now spends his vacations painting seven hours a day 
in northern Wisconsin. . . 

A masked robber made things tough for William J. Batterby of 
Procter & Gamble’s ad staff a couple of weeks ago, taking a wrist 
watch, some cash and the Batterby automobile in a Cincinnati 
parking lot holdup... 

Sidney H. Bliss, pres. of the Gazette Printing Co., publisher of the 
Gazette, Janesville, Wis., was toastmaster at a gathering of 156 
Gazette and WCLO employes and their guests. Highlight of the 
event was the organization of the paper’s Quarter Century Club 
of 13 members, who were awarded emblems. . . 

During a convention of the Hundred Percent Club, sales honor 
organization of International Business Machines Corp., recently 
in Endicott, N. Y., a dinner marked the completion of a third of a 
century for Thomas J. Watson.as head of the company. Ronald L. 
Kocher, San Francisco, was inducted as president of the club... 

Ell Henry, publicity mgr. of American Broadcasting Co. in Chi- 
cago, is spending several weeks in Evanston Hospital, where med- 
ical experts will do their best to repair an old foot injury. . . Brig. 
Gen. Charles C. Curtis, ad director of the Allentown Call-Chronicle, 
has been named commander of Camp Edward G. Shannon, the 
Pennsylvania National Guard’s first postwar encampment at In- 
diantown Gap military reservation. . . 

The Pitluk Advertising Award, donated annually by Jack N. 

Pitluk, pres. of the San Antonio agency bearing his name, went to 
Bill Ray Jones, Dallas, for being the best student in advertising, 
1946-1947, at the Uni- - 
versity of Texas. 
E. R. Boroff, v.p. in 
charge of ABC’s cen- 
tral division, is vaca- 
tioning in Blaney Park, 
Mich... 

Emerson Foote, pres., 
of Foote, Cone & Beld- 
ing, is back in his office 
after a vacation trip to 
Switzerland. He ar- 
rived in New York, 
aboard the Queen Mary 
on Aug. 5. Just a 
couple of days before, 
the FC&B office helped 
celebrate the weekend 
marriage of Richard 
Sinclair, of FC&B’s 
publicity department, 
to Eleanor Dipple of 
Kenyon & Eckhardt... 

Bernarr Macfadden 
observed a weekend 
celebration of his 79th 
birthday Aug. 16 by starring at a picnic given by the Macfadden 
Camp for Boys & Girls at Tarrytown, N, Y., on Aug. 14, flying to 
Cleveland Aug. 15 to present a gold cup to the winner of the 
Junior Olympic athletic trials and to speak over the radio; and 
flying Aug. 17 to Dansville, N. Y., to attend a birthday dinner given 
by the Macfadden Physical Culture Hotel guests, at which more 
than 1,000 attended... 

Shirley Woodell of JWT’s int’l dept. is off on a six weeks’ trip to 
Mexico, Central and South America, and the West Indies. He’ll visit 
clients on the trip... The former lightweight boxing champ, Barney 
Ross, is at the Blackstone Co., New York, as head of the new busi- 
ness department and director of client relations. . . 

The life of Jacob Sapirstein, founder and pres. of American 
Greeting Publishers, Cleveland, was dramatized last Wednesday by 
the Ohio Bell Telephone Co. on its “Ohio Story” radio program, 
broadcast over 10 Ohio stations. The program traced the history 
of the company from a one-man operation in 1907 to its presen! 
1,500-employe status. .. Joseph W. Madden, sec’y of Nat’l Expor' 
Advertising Service, N. Y., has left for a three weeks’ trip to Puerto 
Rico. While there, he’ll make a study of the local advertising situa- 
tion. .. 

Richard C. Kettles Jr., pres. of Charles F. Hubb & Co., is directing 
the paper division of the 42nd annual maintenance appeal for the 
Travelers Aid Society of New York. ‘More than 300 New York 
business men are participating actively in the drive, which has ° 
goal of $400,000. .. 

John F. Callahan, assistant ad mgr. of Air Reduction Sales C: 
is sporting a new Gruen watch, which he received as a gift Aug. |! 
in commemoration of his 30th anniversary with the company. . 
The first cancer research fellowship has been established at the 
University of Chicago with a gift of $2,500 from Walter Schwimmer, 
exec. v.p. of Schwimmer & Scott, who will renew the gift annually 
for five years... 

Dean R. Carey of Benton & Bowles, New York, was married 
Ames, Ia., to Marjorie Ann Rupe, daughter of W. S. Rupe, publish« 
of the Ames Tribune and other Iowa newspapers... Barbara Ma 
nider, society editor of the Record, Stockton, Cal., made son 
society news herself last month, when she became the bride of Ke: 
Taylor, nat’] ad manager of the paper... 

Charles Stookey, the Ercoupe-flying farm editor of Statio 
KXOK, St. Louis, should be addressed as “Colonel’’ hereafter. He 
been given an honorary membership in the National Society © 
Auctioneers and designated a colonel in the organization. . . Leonard 
Bernhardt, account exec of fe Richard Sallinger ad agency 1! 
Boston, has accepted an invitation to. Lake Success to receive per- 
manent membership on the speakers’ research committee for the 
UN. Mr. Bernhardt, incidentally, fought, was wounded, held ran! 
and was decorated in both the American and Russian armies 

World War II. He was a technical sergeant in our Army, and 
major for the Russians... 


CITED—Joseph Dale Probst, of Henri, Hurst & 
McDonald, Chicago, receives a Meritorious Serv- 
ice award from Col. P. A. McDonald, officer- 
‘in-charge of the Marine Corps’ central division, 
for cooperation in the corps’ recruiting program. 
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: |northwest sales manager of Hom- ; 
Westinghouse ‘Dedmon Promoted ‘att Foods, Ine, Chicago. He will MID Appoints Porter ae aa sient 
ri _ Emmett Dedmon, Chicago nov-| make his headquarters at 5700) Joe Porter has been named | IAWMSAysetAnrrae 

4 Plans Promotion fovgt otey oral bo ae = Nicollet Ave., Minneapolis. freer tgpellBge ond = Pr dowry. “Diop 

on Prewar Scale _ !er2:y, caitor, of the newspaper. Eversharp Names Hyman Cit¥;, Mi. Porter, formerly was, Uv anna 
$ PITTSBURGH — The home radio has resigned to devote his time to . Dick Hyman’s opts a | York. COLORS 
fe. avision of Westinghouse Electric | Pusiness interests in Dallas. | Has Desh sppornarp, ine, Chieages| Allen Ocene Fi oS 
- Corporation has big adver “eat N Waddell ‘for the radio programs, “Take It | en Vpens rirm DIMENSIONAL BRILLIANT 
* JB plans for the remainder of 1947. | Hlom-art Names Waddell 0, Leave It” (NBC, Sunday, 10, John R. Allen, formerly director | FULL COLOR RANGE 
of ‘This push will get under way—| Harry V. Waddell, formerly di-| p.m.) and the Henry Morgan of radio and television for Mar- | White or complete information 
nist via Fuller & Smith & Ross, New | vision manager of American Home|show (ABC, Wednesday, 10:30) schalk & Pratt, has opened his | ne COMPANY 
43 York—with a “back-to-school”! Foods, covering four northwest- | p.m.). Biow Company, New York, | own offices at 16 E. 58th St., New VELVETO 
ie promotion campaign next month,|/ern states, has been appointed is the agency for Eversharp. York, as television consultant. moe pe al EES. 

which will boost small size radios | 
> in the lower price range. In Oc- | 
the tober, attention will be focused on | 
lub deluxe combinations and consoles, 

priced from $379 to $600. In No- 
nor vember a variety of models will 
tly be featured in all advertising 
f a media. : " ; 
ce. Spreads in Collier’s, Life and 


The Saturday Evening Post will 
hi- start the “back-to-school” promo- 
ed- tion. These will be followed by 
copy in farming and_ business 
news publications. 
the The magazine schedule also is 
to include color copy in National 
Geographic Magazine, The New 
N Yorker and Time, with AM, FM 
ae radio-phonograph combinations 
| being featured. 


Will Add Dailies, Radio 


Westinghouse also plans a siz- 
able newspaper campaign, with a 
series of advertisements to appear 
in dailies in key cities in late 
September. This part of the cam- 
paign will be reinforced by a 
dealer cooperative newspaper 
campaign. 

Commercials on the Ted Malone | 
daily broadcast over ABC) 
(through McCann-Erickson) also 
will be timed to correlate with 
this promotion. 

At the moment no additional ex- 
penditures are planned in the me- 
dium of radio. However, spot an- | 
nouncements may be used in the | 


promotion. 

No word was forthcoming on | 

st & (@ Westinghouse’s plans to publicize | 

Serv- | its television sets, which are ex- | 

icer- pected to be introduced to the | 

sion, public this fall. The sets are to| 

a reach dealers around Nov. 1, with | 

“_ the price “in the vicinity of $400” | 

$0 (AA, Aug. 11). 
the 


and @Twiss Appointed 
The House of J. Hayden Twiss, | 


wre New York, has been appointed to 

handle the advertising of George | 
p to Jay Paul Pharmacal Company, 
visit New York, maker of Scape, new 
ney treatment of athlete’s foot. 
usi- 
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More and more manu- 


facturers of men’s products are 


jl | turning to the pages of SPORTS | 
| 3 AFIELD because they have found 


that this unique magazine will 
bring volume sales from a quality 


audience at an incredibly low cost. 


*A sportsman with an appreciation of the 
finer things of life—and the leisure and 
means to enjoy them. 


For instance, a recent survey shows that \ | 
Spend-o-crats are 533% better prospects for | 
boats and boating equipment. 
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OFFICES tN PITTSBURGH AND NEW YORK 


Eureka Puts Lanigan 
in Sales Manager's Post 


John B. Lanigan has _ been'| 
|nmamed sales manager of the 
|Eureka division of Eureka Wil- 


‘Children’s Safety 
Lessons’ Ad Offer 
Wins Big Response 


\liams C tion, Bl ington, | 3 
te te eee Ago Cuicaco — School’s out right 


'Ill. He has been sales manager | 
of the western division with offices now, but Lumbermens Mutual 
|} in San Francisco. Casualty Company has demon- 

George E. Wagner has resigned | strated that there is considerable 
as sales\manager of the central |jnterest in saving children’s lives 


|division, with headquarters in/|through educating the youngsters 
| Chicago, to return to his father’s — . TOS 


construction firm, and operate an | as well et motorists. 

appliance business in Austin, | The Chicago insurance company 
Minn. | has been running a series of 
|safety messages in National Geo- 
graphic Magazine and The Satur- 
\day Evening Post. The eighth ad 
in the series, which appeared in 
July issues, attracted responses 
from more than 2,600 safety-con- 


Leaves ‘Down Beat’ 


After five years’ service, Frank 
W. Miles has resigned as circula- 
tion manager of Down Beat, Chi- 
| cago. 


Advertising Age, August 25, 1947 


| Scious persons, who wrote in fcr 
the “Children’s Safety Lessons” 
booklets and posters offered in the 
ad. 

Lumbermens Mutual Casualty 
considers the response even more 
noteworthy, since the actual offer 
was made in a secondary para- 
graph in small type, rather than 
|utilizing the standard coupon 
technique or plugging the offer in 
a headline. 

The July message offered single 
copies of the “‘L-M-C’ Children’s 
Safety Lessons” booklet free to 
parents, and suggested that*teach- 
ers write for a set of enlargements 
of the safety lessons and music 
especially prepared for class room 
use. Teachers were urged to adopt 
the lessons on a one-a-month 
basis during the school year. 


Reprints Widely Sought 


A previous ad in the series fea- 
tured an Edgar A. Guest poem, 
“Courtesy,” and reprints were 
sought from widely - separated 
quarters. Requests came from a 
police officer in South Africa; a 
prominent motor manufacturer 
who wants to include the poem in 
the manual that goes along with 
every new car, and a Canadian 
oil company which wants to use 
excerpts in a safe driving bulletin 
for its truck drivers. City police 
chiefs, safety councils and bus 
lines sought reprints, and Texas 
Gov. Beauford Jester planned to 
incorporate the message in an ad- 
dress on safety. 

The Courtesy Club of Great 
Britain is using “Courtesy” and six 
additional messages from _ the 
“Children’s Safety Lessons” in a 
new booklet for use in that coun- 
try. 

John W. Shaw, Inc., handles the 
account. 


Ray Brewster Heads 
Lorraine Compounds 


Ray Brewster, who resigned re- 

cently from Sterling Drug, Inc., 
| where for five years he was divi- 
| sional vice-president in charge of 
| Sales and advertising for the 
Frederick .Stearns & Co. division, 
‘has been elected president of 
| Lorraine Compounds, Inc., a com- 
pany, recently formed to manu- 
|facture and distribute a new 
| cleaning compound designed espe- 
/cially for use with fine woolens 
.and silks. 

Under the trade name Tern, the 
|new product will be distributed 
| through drug, grocery and depart- 
|ment store outlets on a national 
| scale. Marketing and advertising 
| will begin in the early fall. 


Bates to ‘Lowell Sun’ 


Raymond P. Bates, formerly 
with the sports and promotion de- 
partments of the New York Daily 
News, has joined the Sun, Lowell, 
Mass., as promotion manager. 


Norris Names LeVally 


| Norris Stamping & Mfg. Com- 
pany, Chicago, maker of Thermic 
Ray cookware, has shifted its ac- 
count from John W. Shaw, In«., 
‘to LeVally, Inc., Chicago. 
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Let’s Wake Up Rip Van Winkle! 


Millions of bushels of food may rot in our fields this harvest 
time, instead of being available to the markets of the world 


— because of our shortage of 


freight cars. Here is a way that 


thousands of cars can be freed for service— in a hurry. 


Ase you interested in the price of food? 
Does it give you a twinge to see those pictures 
of mountains of wheat piled on the ground 
and potatoes going to rot—when there’s a 
desperate world food crisis? 


The bottle-neck is our freight-car shortage. 
But thousands of cars could be freed by a 
single decision—if old-line railroad manage- 
ments would act. 


Don’t Blame the War! 


This is hard to believe, but it’s true: we have 
today only three-fourths as many freight cars 
in our country as we had twenty years ago. 
This shrunken fleet is now called on to handle 
the greatest peacetime traffic in history. And 
the war itself is not to blame for the shortage 
—for in no single year from 1925 to the start 
of hostilities did the railroad industry buy as 
many cars as it junked. Twenty years is a 
long time for even Rip Van Winkle to sleep! 


What Can Be Done? 


There is at least one remedy that can be 
applied at once—despite the steel shortage 
and other difficulties in car-building. This 
remedy requires no new equipment, no period 
of time to work out—nothing but an act of 
management: 


Lift what appear to be agreements between 
railroads that deliberately slow down many 
freight trains! 


Here is an example. There are eight impor- 
tant schedule routes by which you can ship “‘fast’’ 
freight from California to Chicago. These routes 
vary in length as much as 450 miles. But, curi- 
ously, the time schedule for each of the eight is 
exactly 118 hours—and 30 minutes! 


Similarly, scheduled freight trains moving 
west over the important routes from Chicago to 
the Coast areas, despite great differences in ter- 
rain and mileage, take exactly 130 hours —on 
the nose! 


Is This Free Competition ? 


Could it be that these schedules are fixed by 
agreement? That the trains which could be 


Are old-line managements asleep while freight trains creep at a snail’s pace — by agreement? 


fastest are held back for the slowest—so that 
no road can have even the slightest competi- 
tive advantage? 


Railroad men know that, in many instances, 
a whole day could be cut off these schedules 
between California and Chicago—if manage- 
ments would simply order it. If that were 
done, on these roads and on others, it would 
ease the national car shortage at once! 


There is good reason to believe that by 
lifting deliberate freight slowdowns, on the 
roads that still practice them, we could pro- 
vide more cars this summer and fall than our 
shops can possibly build. And, at this critical 
time, every car that can be freed for service is 
desperately needed! 


A Call For Action! 


The next few weeks will be the most impor- 
tant ones in our food problem. Our wheat 
crop is estimated to exceed any previous 
record by 300 million bushels. Jt is even now 
being piled in the fields—for want of cars. 


If you feel as strongly about this as the 
C&O does, write to your newspaper and 
your congressman. Do it today while it is 
oa your mind. 


Ask them to stir up Rip Van Winkle—and 
tell him that time is short. Demand that our 
trains be scheduled not merely to suit the 
private deals of the railroads, but so that we 
can make the best use, for the whole public, of 
our shamefully depleted stock of freight cars! 


The Chesapeake and Ohio Railway 


Terminal Tower, Cleveland 1, Ohio 
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Every advertiser and advertising agency interested in the agricultural industry will find this Farm Bureau literature 


i 
= 


ARTICLES 


assOCiATION 
oF THE 


FARM BUREAL 
FEDER ATION 


—~ 


~) 
genre seen» 0 OP 
a 


VICE 


re es a4 © ze. ai 


contains valuable information and data on many agricultural problems and programs. 


We will be glad to furnish you with copies. Please address our national advertising representatives: 


NATION 


NEW YORK 
WARREN THOMPSON MAYERS CO. 
521 Fifth Avenue, New York 17, N. ¥, 

VAnderbilt 6-5700 


Al ADVERTISING 


CHICAGO 
©. A. FELDON & ASSOCIATES 
185 North Wabash Avenue, Chicago |, Illinois 
DEArborn 5272 


SAN FRANCISCO 


12 Geary Street, San Francisco 8, California 


R. F. GARDNER AND COMPANY 


YUkon 6-0293 


FARM BUREAU PROGRAM 
Soil Conservation 
Stabilized prices 

Better homes 
Better schools 
Farm-to-market roads 
Fair distribution costs 
Fair share of national income 
Fair taxation 
Adequate farm research 
Reforestation 
Fair transportation rates 
Regulation of grain exchanges 
Sound farm credit policies 
Constructive foreign economic 
policies 
Rural electrification 
More 4-H Club work 
Equality of opportunity 
Sound waterway development 
Regulation of irrigation 
Monopoly control 


REPRESENTATIVES 


LOS ANGELES 


R. F. GARDNER AND COMPANY a 
645 South Flower Street, Los Angeles 14, Californie 


MAdison 6-4183 
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THE NATION'S AGRICULTURE gives every Farm 


Bureau family each month, a complete report and digest 
Also, a report of the national activities of the Farm 

of the important legislative and political news affecting | 
- Bureau—plus major news and activities from state, 
their welfare—in simple, understandable language. 
county, and community Farm Bureaus. 


-~ U“ it UNOUUCEMEUE wr soun s. LACEY, EDITOR AND PUBLISHER: 


The Farm Bureau continues its sensational growth. As of 1948 issue, from $4.50 per agate line to $5.50 per agate line, 
November 30, 1946, we had more than 1,100,000 members, with a circulation guarantee of 1,100,000. Since our present 
and our paid membership, as of today, is nearly 100,000 more rate is based on a guarantee of 900,000, each advertiser has 


than it ; 
eee ee been buying 1,100,000 circulation at the price of 900,000, or 


This growth makes it necessary to increase the advertising a bonus circulation of 200,000. Our circulation will exceed our 


rate in THE NATION'S AGRICULTURE, as of the January, guarantee for next January by at least 100,000. 


A 


Me Nations ABRICULTURE I 


Leake aA RRARRRES Se ew PUBLISHED BY LERRERRRERRRGRRARRRRREKRERESRERGEREOSS 


AMERICAN FARM BUREAU FEDERATION 


lifornie 
Notional Headquarters Office: 58 East Weshington, Chicago 1, Illinois Legislative Offices; 430 Muncie Building, Washington, D. C. 
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24 
Rejoins Kimball Art 


Stuart Campbell, at one time 
with Abbott Kimball Company, 


AM EXCITING NEW CONCEPT IN FRODUCTION AND DISTRI 
BUTION OF 16MM COMMERCIAL AND EDUCATIONAL FiLmS 


MUNTZ 
MAKES -~\ 
MOVIES 


MUNTI-SHORE PRODUCTIONS, 6425 HOLLYWOOD BiVD 
mOUTwOOoD 28 cai 


,New York, has rejoined the 


agency as art director in the Kan- 
sas City, Mo., office. Mr. Camp- 
bell is a former vice-president 


|and art director of Kenyon & Eck- 


hardt and was also art director 


| with R. H. Macy & Co. 


| Driese Becomes Partner 


Don N. Driese, production man- 


|ager of the Tolle Company, San 


Diego advertising agency, has be- 
come a partner in the agency. 


ON 


CANDY INDUSTRY is 
FIRST in audited 
circulation, and 
FIRST in adver- 
tising volume 


BALANCED CIRCULATI 


Lesey fh _ 


tool Figures 
on request. 


THE NEWSPAPER OF 
Ben Gussow, Publisher & Editor ° 


SUBSCRIPTIONS A DISTRIBUTION h 
(Canby INDUSTRY 


CONFECTIONERY SUSINESS 
33 W. 42nd $t., New York City 
Other Don Gussow Publications ® Bottling Indust 


*@ Tobacco Record 


Bear Brand Turns 
fo ‘High Style’ 
Copy for Socks 


Cuicaco — Bear Brand Hosiery 
Company has launched its first 
integrated national advertising 
campaign in the 54-year-old his- 
tory of the manufacturer, and 
plans to hit hard this fall on a 
“high style” theme in its maga- 
zine ads and dealer aid copy. 

Long - wearing standard type 
hosiery has been stressed by the 
company for many years. The 
|emphasis is being shifted to the 
| “style” theme, however, and Bear 
Brand expects this—along with its 
reputation for standard quality 
socks—to place it in a position of 
leadership among hosiery manu- 
facturers. 

Bear Brand started its “high 
style” drive with full-color pages 


in Collier’s and Look, depicting a | 
slate and the chalked advice: | 
“For a smart start, Bear Brand | 
socks.” Copy adds that “From | 
kindergarten to college you show | 
off your fashion knowledge with | 
Bear Brand socks. They rate you | 
top-of-the-class for ankle appeal.” 
Illustrations of six varieties of 
Bear Brand socks are superim- 
posed on the slate. 


Will Use Four Magazines 


Another “high style” type of ad 
is to appear in Calling All Girls 
and Seventeen, headed “Smart 
Pickin’s” and featuring “Sweater- 
mated colors in full bloom for 
your off-to-campus splash.” 

Ads similar to these two open- 
ers are planned for late fall in-| 
sertions in the same four maga- | 
zines. 

In addition to the national ad-| 
vertising, distributors and dealers | 
will be supplied with mats for 
newspaper advertising, window 
streamers, radio scripts, counter 
ecards and various other sales 


PLAN 


YOUR INDO 


with McCANDLISH 


Orr messages generally discuss only one 
phase of point-of-sale promotion. The reason 


is obvious. 


It is natural for McCandlish to 


direct its thinking to the precise point at which 
its organization can serve efficiently. 


That’s why we ignore such things as mass 


displays of merchandise and countless other 


details, which might, quite correctly, be clas- 
sified as forms of indoor display. 


On the other hand, McCandlish does 


not 


emphasize any favorite remedy like cut-outs, 
motion displays or still displays. McCandlish 
is concerned only with the production of mate- 


rial wanted, required and needed for the job of 


on-the-spot selling rather than with exploiting 


any pet idea. 


OR DISPLAY 


Read that last sentence over. Catch its real sig- | 
nificance. Then recall that McCandlish studies | 
the product and its point-of-sale opportunities 
in all types of stores. That lets you into the 


secret why so many advertisers are happy to 


discuss indoor display material with McCandlish | 


men. 


In another message McCandlish emphasized the 
fact that this is a world of change; and that 
change invariably means progress! You can’t 
run enthusiasm or sales into fever heat with 
worn-out ideas. But you can always win friends 
with new displays that are in good taste, 
practical and usable. McCandlish works with 
advertisers to produce usable display material, 
structurally sound, and invitingly easy to use. 


CHOOSE YOUR OWN WAY 


We are not hidebound in our approach to 
your display problems. You may have a 
good idea up your sleeve developed by you 
or your agency. We will be glad to produce 
it for you with distinction! 


Or you may desire us to originate and de- 


creative work. 


the artist's sketch. 


STYLE STORY —Bear Brand Hosiery 


velop something for you, handling all the 


In either case the spirit of McCandlish is 
to give you its best, and that always in- 
cludes faithful reproduction of everything in 


Write McCandlish for further information 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 


ROBERTS AVENUE & STOKLEY STREET - PHILADELPHIA 


Advertising Age, August 25, 1947 


on Res kon owen So Mn oa ren “Rehan Nghe wits 


Co., Chicago, will use this “high style’ 
ad copy in Seventeen and Calling A 
Girls to emphasize the stylish—as wel| 
as long wearing—qualities of its hos. 
iery. Tatham-Laird, Inc., is the agency. 


helps. 

Distributors are told in a mer- 
chandising portfolio that the Bear 
Brand campaign this fall not only 
will tie in with school openings 
but will step up sock sales for fal! 
hobbies and activities, and during 
the Christmas trade. Boys’ and 
men’s socks will get their share 


of the promotion, the company 
promises. 
Tatham -Laird, Ine., is the 
agency. 


Goodrich Adds Two 


B. F. Goodrich Rubber Con- 
pany of Canada, Kitchener, has 
announced two new additions t 
the sales staff of the automotive 
supplies division. Herbert P 
Moore will cover Toronto and dis- 
trict, with part of eastern Ontario: 
and Ernest W. Reece will repre- 
sent the division in Manitoba, 
Saskatchewan and the Lakehead 
area, with headquarters in Winni- 
peg. 


In the Bronx one paper, the 


tabloid-size Home News, 
reaches |/4 of the 416,000 
prosperous families that form 4 
perfect test city within the 
city of New York. It offers 
controlled and balanced 
circulation that is unique in 
New York because it is 91.1°/, 
home-delivered. Before you 
launch that new product, 

new campaign, new copy 
theme — test it first in 


THE HOME NEWS 


THE HOME NEWS 


Dorothy S. Thackrey, Chairman of the Boar? 
T. 0. Thackrey, President & Editor 


373 EAST (48th ST., BRONX 55, N.Y. 


_ 
Nationally QD represented by 


THEODORO ADVERTISING SERVICE 


INC. 
75 West St., New York 6, N. Y. 
Edward C. Kennelly, Pres. & Gen, Mor 
Detroit: 803 Ford . Building 


Chicago: i41 W. Jackson Biv? 
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HE 


or VOCABULARY Oo F AOVERTISING ART _ a i cr a i PAPER 


CUT PAPER FIGURES 


expertly designed, staged, and photo- Cut poper effects depend upon proper lighting, photography, 

graphed, have a world of advertising and engraving. Halftone values require special consideration to bring out 

uses. Trade marks can be dramatized contrasts and highlights. At CM&H, copy is photographed under scientifically 

with three-dimensional effect. The controlled conditions to assure finest reproduction. Every step of the 

advertising page can be given window engraving process is directed to satisfy the artist’s intention. That’s why 

display value. And skillfully cut paper advertisers, agencies, and their art directors, from coast to coast, send their copy to CM & H. 


nas humorous possibilities all its own, 


os Ed Boehmer (an expert in this 


medium) shows in this interpretation. COLLINS, MILLER & HUTCHINGS CHICAGO PHOTOENGRAVERS 
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income, ranging from 42% of the 


26 
Fourth of Family | units in the lowest income brackets 


|to 89% in the top classes. 


Units ‘Dissavers, 
‘A6 Study Shows 


Personal Saving 
Drops Close to 
Prewar Levels 


WASHINGTON — With the return 
of long-awaited consumer goods to | 
the market, and a sharp upswing 
of prices, more than a quarter of 
the 46,300,000 American ‘“spend- 
ing units” supplemented their in- 
comes during 1946 by digging into 
savings or going into debt, accord- 
ing to the latest Federal Reserve 
Board tabulations on consumer fi- 
nances. ; 

The substantial “dissavings,” 
which contributed to the record 
business volume for the year, are 
discussed in an article in the 
board’s “bulletin” for August, the 
third in a series on consumer in- 
come, spending and saving, based 
on special studies by the Survey 
Research Center of the Univers- 
ity of Michigan. 

According to the study, almost 
two-fifths of the persons who 
bought automobiles and other con- 
sumer durables during the year 
fall into the class of “‘dissavers”— 
those whose spending for the year | 
exceeded money income. In lower 
income groups, as many as one 
half the purchasers of durable 
goods were “dissavers’”’. 


Drops Near Prewar Level 


“Dissavers” Exceed 25% 


About a third of all spending 
units with incomes up to $3,000 
“dissaved” during the year. A 
fifth of those in the lowest group 
dissaved amounts equal to 25% 
or more of their income. A tenth 
of those in the $1,000 to $3,000 
group dissaved amounts equal to 
10 to 24% of income, and another 


tenth amounts equal to 25% or 
more of their income. 

In terms of occupation, Federal 
Reserve found these 12,500,000 
dissavers more often among cler- 
ical and sales, skilled and semi- 
skilled and unskilled occupation 
groups. Almost a third of the dis- 
savers were veterans facing larger 
than normal outlays for clothing, 
housing expenses, moving and all 
types of consumer goods. 

While Federal Reserve noted 
that the rate of saving increased 
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Advertist 
with income, it also puinted to|savers” and “dissavers” among tors, said 
occupation, education and age fac- | lower age groups more often than homes. 
tors which influence the individual | higher age groups. There were and bond 
attitude toward saving. more large savers among rural Manage 

r people, but little relative difference neople cc 

Farmers ‘Large Savers among people of different educa- ee ee 

The analysts found managerial, | tional background. life insu 
self-employed and farm operators Investigating the types of “non- sons frec 
more frequently rated as “large|liquid” assets commonly sought, ship of | 
savers” than other people with/|the board said that more than in metro] 
similar incomes but different oc- | three-fourths of the spending units securities 
cupations. reported at least one of its mem- less freqt 
Similarly, among persons with|bers carried life insurance. Ove On the 
equal income, it found “small|two fifths, other than farm opera- each spe 


HAPPY (Je sell everything) HOLIDAY says: Y 


the business in department stores, specialty stores, and 


sporting goods stores. And now, here’s a... 


New preseripti 


The article also discusses the 
drop in the rate of personal saving, 
from the 17% of income put away 
during the 1945 period of mer- 
chandise scarcity to a level only 
slightly above the 5% which indi- 
viduals averaged in prewar years. 


Board figures show that savings | 


in 1946 were more heavily con- 
centrated among the 10% with in- 
comes over $5,000 a year. While 
the $2,000 to $5,000 bracket “held 
its own”, dissavers greatly out- 
spent savers in the lower income 
groups. 

A board summary shows the top 
10%, with incomes over $5,000, 
obtaining 32% of the money in- 
come, and doing 63% of the sav- 
ing. The percentage of savers and 
amount of saving increased with 


HERE'S YOUR “'BULL’S-EYE” 


TEST MARKET CITY 


ASHEVILLE 


NORTH CAROLINA 
Meets all the requisites—without 
“ifs” and “buts”! 


New Market Folder Gives 
The Facts Requ 


presentative 


THE KATZ AGENC\ 


SHEVILLE 
CITIZEN + TIMES 
CITIZEN-TI , 


Variety of Holiday-advertised items in this Cunningham-Shapero 
window proves Holiday’s universal appeal ...an appeal that reaches 
the most responsive new market today! Promotionwas store-wide. 


7 Holiday-advertised 


oN ot 
| HOLIDAY as 


— 


brands get a healthy share of b 


"We have had many outstanding 
promotions in the Cunningham Drugy 
Stores here in Detroit, but nothi 


that ever equalled the success 


of the merchandising tie-up we did 
with HOLIDAY!" 


CUNNINGHAM DRUG STORES, Ine, 


om lig! 
inninghe 
Dminated 


Holiday adds product prestige! Pictured is Esther Anste"' 
Shapero cosmetic clerk, putting the power of Holiday to »%" 
selling sun-glasses. These colorful displays kept sales soaring 
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tors, said they owned their own 
homes. Only 9% owned stocks 
and bonds other than federal. 

Managerial and_ self-employed 
people commonly had reserves in 
the form of home ownership and 
life insurance. Professional per- 
sons frequently reported owner- 
ship of securities. People living 
in metropolitan areas often owned 
securities and life insurance, but 
less frequently owned homes. 

On the average, 2.3 persons in 
each spending unit that reported 


carrying life insurance were in- 
sured. It is estimated that the 
total number of persons in the 
United States carrying life insur- 
ance in early 1947 exceeded 80,- 
000,000. (For earlier articles on 
the consumer finances study, see 
AA, June 16, July 21.) 


Gets Paper Account 


Paperlynen Company, Columbus, 
O., paper specialty manufacturer, 
has placed its advertising with 
George P. Buente, Inc., New York. 


|November and December, 


Corday’s Fame 
Scent Will Debut 


New YorK—Fame, heralded as 
“The parfum no woman or man 
will ever forget,” will make a for- 
mal debut next month in black- 
and-white page advertisements in 
Harper’s Bazaar, Mademoiselle, 
Town & Country and Vogue. 

The initial ad will be followed 
by four-color pages in October, 
with 


Esquire and Fortune added to the 
list. Half and quarter-page co- 
operative ads in daily newspapers 
will supplement magazine copy in 
October, November and De- 
cember. 

Retail prices on the perfume 
and on the toilet water and co- 
logne which will compete the 
Fame ensemble, are: Parfum, $125 
to $2.75; eau de toilette, $10.50 to 
$3.50; and eau de cologne, $7.50 to 
$2.50, all plus tax. 

M. H. Hackett is the agency. 


We've been telling you about Holiday’s sales power; 
about Holiday tie-ins that set new sales records for a 
wide variety of products. We've told about the enthu- 
siastic retailers who find Holiday promotions can’t be 
beat at building store and merchandise prestige. Now, 
hear the most remarkable story of all! 

Recently the Cunningham Drug Company featured 
an all-store, store-wide promotion of Holiday’s June 
issue. Because Cunningham stores sell Holiday magazine, 
they were fully aware of its popularity. But they dis- 
covered something else in their big promotion built 


or drug 


om lighters to lenses, Holiday-advertised products move in 


inningham stores. Pictured is S. H. Zeitman, manager, at a Holiday- 
bminated counter of busy store at 2137 Woodward Ave., Detroit. 


cliday works hard—every day! M. E. Yates, manager, and Marie 
isko, clerk in Cunningham’s 1401 Washington Blvd. store, 
Mire super-sales appeal of a typical hard-working Holiday display. 


store 


et 


>» Cal & 


|? 


° OR 


sales / 


around Holiday-advertised products. Holiday magazine 
moves merchandise. 

Let C. B. Larsen, Vice-President of Cunninghan 
Drug Stores, Inc., tell it: “‘We displayed Holiday- 
advertised products in the windows and interiors of all 
103 of our stores. We found the sales volume of these 
products got a wonderful boost! Any time you have 
another promotion in mind, count us in!” 

This is how a great drug chain joins the many other 
types of retailers in proving that “the most responsive 
new market today is exclusive with Holiday!” 


Setting up a display of Holiday-advertised merchandise, are J. A. 
Duncan, manager, and Vivian Jackline of the Shapero Drug Store 
in Detroit’s famous Book-Cadillac Hotel. 


supervise the 


Estate Promotes Dunn 
to Ad, Sales Director 


Estate Heatrola_ division of 
Noma Electric Corporation, Ham- 
ilton, O., has promoted Cecil M. 
Dunn from gen- 
eral sales man- 
ager to the newly 
created position 
of director of 
sales and adver- 
tising. 

Mr. Dunn will 


company’s en- 
larged advertis- 
ing campaign for 
the sale of Estate 
gas and electric A 

ranges, ante. Cecil M. Dunn 
Heatrola spate heaters and Estate 
farm and home freezers. 


Gerlach Joins Warner 

Richard O. Gerlach, formerly 
with Riegel Paper Corporation, 
New York, has joined Harold 
Warner Company, Buffalo agency, 
as copywriter. 


\to get your 
| share of the multi-billion 


| dollar consumer market 


represented by 
almost 200,000 top-income, 
urban Negro families 


\ it canbe 
done by harnessing the 

proven reader loyalty 
of one 25¢ magazine 
| that is read 
from cover to cover 
every month 


Check into OUR WORLD'S nation- 
wide audience of a million urban 
Negro readers, whose buying power 
means more sales for you. 

Write for Brochure FM 947... 


the fascinating, true-life story of 


OUR WORLD 


4 


Address communications to 


INTERSTATE UNITED NEWSPAPERS, INC 
Faclusice Representative 
545 FIFTH AVE... NEW YORK 17 
Serving Amerwa's Leading Adverwsers for over @ Decade 
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\Scott & Williams Names 
|Gilruth Publicity Head 


Adele Gilruth, formerly with 
|Hazard Advertising Company and 
|previously with Sheldon, Morse, 
| Hutchins & Easton and with Town 


. 
t Reader ship | Hall, has joined Scott & Williams, 


Pe 


New York, as director of the pub- 
licity department, recently created 
|to carry on a nationwide promo- 
| tion of Dancing Twins seam-free 
|nylons. Scott & Williams manufac- 
|tures circular knit hosiery ma- 
| chines. 


Building Food Firm to Jim Ward 
Border Queen Foods, Los An- 


SUPPLY NEWS geles, has appointed Jim Ward & 


val 


IN EXCESS OF 200.0000 
ie 


wie ABC MEMBERSHIP 
“GEORGE f. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE NEW YORK 


? 


Avco Crosley Unit 
Shifts MacDonald, 
Mahan, 3 Others 


CINCINNATI—A major organiza- 
tional shift by Crosley division of 
Avco Mfg. Corporation here has 
resulted in changed duties -.and 
positions for five top sales and 
advertising executives. 

Norman C. MacDonald, who has 
been vice-president and general 


B. Cole 


N. MacDonald C. Kirby 


manager in New York of Crosley 
Distributing Company, has been 
named general sales manager of 
the division. 


Bert Cole, who has 


served 


under Mr. MacDonald as general | 
sales manager, has been named | 
general manager of the division, | 
which makes radios, video sets, re- | 
frigerators and home freezers. 

Sydney D. Mahan, formerly 
head of the division’s sales and 
advertising, will head an expanded 
advertising, sales promotion and 
public relations department. For- 
merly with Westinghouse Electric 
Corporation, Mr. Mahan served 
during the war as director of war 
bond advertising for the Treasury 
Department. 

Corley W. Kirby, formerly with 
Frigidaire division of General 


| Motors Corporation, has been ap- 


pointed domestic sales manager of 
Crosley. Lee Stratton, whom Mr. 
Kirby succeeds, will head a new 
section handling home freezers. 

The appointments are effective 
Sept. 2. 


Names Harold Cabot 


Harold Cabot & Co., Boston, has 
been appointed advertising coun- 
sel for the Boston Consolidated 
Gas Company, effective Sept. 11. 


'Co., Hollywood and Chicago 
agency, to handle advertising of 
; | Stainpruf liquid starch. 


oot 
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Cosmetic Sales 
by Drug Stores 
Show 6.6% Drop 


New YorK—Although cosmetic 
sales by drug stores were off 6.6, 
during the first five months of 
1947, manufacturers report an up- 
turn in volume in June and the 
increase is continuing, according 
to a Drug Topics survey. 
Cosmetic sales in drug stores 
were down 8.7% during May, the 
study shows. 

Independents have taken the 
bigger losses, according to the 
publication. For the January-May 
period, their volume declined 
8.4%, compared with the 1946 
period, while sales by chains were 
off only 0.9%. During May, in- 
dependents showed an 11.2% loss, 
with the chains down only 0.7%. 

The chains made a better show- 
ing, it was said, by anticipating 
the decline in consumer demand 
and boosting their merchandising 
activities. 

Both independent and chain 
drug stores reported the biggest 
declines in perfumes and _ toilet 
waters, and a number of retailers 
reporting to Drug Topics said sales 
were falling off particularly on 
expensive items. 

Comparison of the survey fig- 
ures with government reports in- 
dicates that during the first five 
months this year drug stores lost 
more cosmetic business than de- 
partment or variety stores. Ac- 
cording to the Bureau of Internal 
Revenue, total cosmetic excise tax 
collections from all outlets, cover- 
ing January-May sales, were 2.2% 
below 1946. During May, collec- 


| tions dropped 1.4%. 


Malcolm Opens Own Firm 


Fred S. Malcolm has resigned 
as vice-president of Edward Stern 
& Co., Philadelphia, effective Aug. 


Walnut St., Philadelphia 2. He 
will represent Davis, Delaney, 
New York printer, and the Great 


eeeget me a new car!” 


Prom every nook and corner of the nation come 


4 these pleas . . . and despite Detroit's over-time efforts to answer them, it will be years, 
| according to the best authorities, before supply approaches demand. This means capacity 


production for Detroit's huge auto plants . . 


market for all types of products. 


. it means steady employment for more than a 
million Detroit workers... and it stamps Detroit as America’s most fertile, most stable 


/ 


C4 can reach Detroit's immense buying power, effectively and economically, through 


The Detroit News alone ... with the 


largest weekday 


circulation of any Michigan newspaper, and the largest 


A.B.C.-recognized home-delivered circulation of any news- 


paper in America . 


. reaching 65% of Detroit's auto 


owners, 64% of the home owners, and 63% of the 


total income! 


Total weekday circulation 421,999—Total Sunday circulation 
538,233—A.B.C. average for 6 months ending March 31, 1947 


Lakes Press, Rochester, N. Y., 
'color lithographer and display 
| manufacturer. The territory 
covered from this office will be 
eastern Pennsylvania, Delaware 
/and Baltimore. 


Move than 


1S 00 


Readers 
and they all 


BUY 


From bubble gum to 
Buicks — whatever the 
product, if it's advertised 
in the Waco News- 
Tribune & Times-Herald 
it's presented to a BUY- 
ING potential of more 
than 150,000 readers. 
Only these great dailies 
dominate the rich Central 
Texas area — Texas’ Fifth 
Major Market. 


Waco City Population—96,500 
Metropolitan Area—103,000 


THE WACO NEWS-TRIBUNE 
THE WACO TIMES-HERALD 


® suNoAY 


* MORNING 


* EVENING 


National Rep'’s Burke-Kuipers-Mehoney 


31, to open his own office at 1518 | 
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UNUSUAL—This first ad in a new 
newspaper drive by Sundial division of 
International Shoe Co. breaks with cus- 
tom by featuring men's, women's and 
juvenile shoes together. Hoag & Pro- 
vandie, Boston, is the agency. 


Shoes for Entire 


Family Featured 
in Sundial Ads 


MANCHESTER, N. H.—Sundial 
Shoe Company, departing from 
custom in shoe advertising, has 
launched a new series of adver- 
tisements featuring men’s, wom- 
en’s and juvenile shoes in the 
same copy. 

The campaign broke Sunday 
(Aug. 24) with a full-page, full- 
color ad in the New York News. 
The new family-type campaign 
includes both a color series in the 
News and black-and-white inser- 
tions in 38 dailies. 

The opening ad declares, “You’ll 
find a complete selection of Sun- 
dials, moderately priced to give 
greatest value all along the fam- 
ily line from mother and dad to 
the children.” The company, a di- 
vision of International Shoe Com- 
pany, sells all its shoes under the 
Sundial label. 

Hoag & Provandie, Boston, han- 
dles the account. 


Morris Hixson Retires 
Morris C. Hixson will retire 
Sept. 1 as manager of Pacific sales 
district of General Electric lamp 
department in San Francisco. He 
has been with the company for 
about 36 years. F. M. Falge, who 
has been serving as assitant man- 
ager, will succeed Mr. Hixson. 


FROM A 
SKELETON 
0A 
SPECTACULAR . 


Built-installed and main- 
tained in any city, town or 
state in quantity for as low 
as a nickel a day with— 


RENT-A-NEON 


Or your present Neon ad- 
vertising maintained on a 
national basis with 


PACKAGE MAINTENANCE 


The Two Exclusive Services 


Created By 


EMPIRE NEON 


INCORPORATED 
General Offices Savannah, Ga. 


_ 


Launches Orient Drive 
for New Avo-Milk 


Avoset, Inc., San Francisco, has 
launched a six months’ drive in 
Hongkong, Singapore and the 
Philippines to promote Avo-Milk, 
fresh tasting ready-to-drink milk. 
The product, a new development 
in milk processing, is being mer- 
chandised in far eastern markets 
where the supply of milk is not 
only short but unreliable. 
Chinese - language newspapers 
and magazines will be used in 
Hong Kong and Singapore, and 
English-language publications in 
the Philippines. Robert Otto & 
Associates, New York, is the 
agency. 


Will Accept Advertising 

Education Digest, Ann Arbor, 
Mich., has announced that it is 
now accepting advertising. The 
publication has a paid circulation 
of 7,500 and page rates are $65 o 

a nine-time basis. 
is advertising manager. 


Telegraph Blanks 
Plug Subscriptions 


PHILADELPHIA — The traditional 
Western Union telegraph blanks 
are due for a face-lifting. 

Curtis Publishing Company here 
has purchased advertising space 
on the bottom of 350,000,000 tele- 
graph blanks and 175,000,000 tele- 
graph envelopes. It will be the 
first time that any ad copy other 
than that of the telegraph com- 
pany has appeared on its sending 
blanks. 

The copy, 742x%”, will boost a 
new subscription-by-wire service, 
for Country Gentleman, Holiday, 
Ladies’ Home Journal and The 
Saturday Evening Post. Wire serv- 
ice users will be invited to tele- 
graph their subscriptions to Cur- 
tis, collect: They will have the 


T. Todd Fn |aleratoe of paying Western 


Union the full subscription price, 


less cost of the wire, or paying for 
the chosen magazine when billed 
by the company. 

Cost of the ad space was not 


disclosed. F is ST 
—_——— in 

Joins Shelby Craftco Merchandising 
John W. Kleder, formerly man- 

ager of industrial sales of United Helps 

Wallpaper, Inc., has been appoint- in 

ed manager of sales, specialty 

products division, Shelby Craftco the field 

Corporation, Chicago printing 

firm and maker of advertising and - 


display specialties. THE SPORTING GOODS 


DEALER 


2018 WASHINGTON AVE., ST. LOUIS 3, MO. 


Hackenger Resigns 


Richard E. Hackenger has re- 
signed as radio director of Camp- 
bell-Ewald Company of New 
York, Inc. 


GIBBONS KNOWS CANADA 
J. 3. GIBBONS LTD. aoverrtisine * 
HEAD OFFICES 200 BAY STREET TORONTO 
TORONTO + MONTREAL «© WINNIPEG « REGINA + CALGARY «© EDMONTON « VANCOUVER 


We'e rolling out the 
RED CARPET 


for Popular Publications 


market ever completed by a pulp publisher. And be sure to see 


A royal welcome and our best white- 
gloved handshake for our friends-in- 
trade who realized—as we did—the need 

for an extensive marketing study of pulp 
magazine readership. It’s high time we all 


knew more about the ten million and more 


Americans who read the pulps every month— 

who they are, where they live, what they earn, 
what they buy. Guessing’s no good. You have to 
have the facts, to realize the powerful selling force 
the pulps offer to national advertisers. Perhaps you've 
already seen our presentation—"THE BASIC MARKETING 
STUDY OF PULP MAGAZINE READERSHIP” — by famed 


researcher, DR. DANIEL STARCH. If not, drop us a line and 


we'll send it on right away. You can’t afford to miss it. 


It’s the first comprehensive picture of this tremendous mass - 


POPULAR PUBLICATIONS new survey, too. Both surveys will open 


your eyes to a low-cost, high-powered advertising medium you 


may have overlooked—the great American pulps. 


THRILLING FICTION GROUP 10 EAST 40th STREET, NEW YORK 16 
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End ‘Razzle Dazzle’ Tactics, 
CIO’S PR Chief Opines 

WASHINGTON — Allan (Pete) 
Swim, the new national publicity 
director of the CIO, told the 
American Public Relations As- 
sociation last Monday that he 
feels it is time for CIO to break 
away from “razzle dazzle” public- 
ity tactics. 


A newsman of 18 years experi-|unionism rather than the 


By STANLEY E. COHEN, Washington Editor. 


movement two years ago, doing 
public relations for the CIO’s 
southern organizing drive. He 
comes to the national slot con- 
vinced that people have a “cock- 
eyed concept” of what CIO is. 
Since he is a newcomer, his ap- 
proach remains to be seen. On 
Monday, however, he argued that 
CIO publicity ought to “stand on 
its own feet”—on industrial trade 
“by- 


ence, “Pete” broke into the labor | product”—CIO’s program of social 


legislation. 
“Pete” feels CIO has neglected 


|to explain industrial trade union- 
|ism. 


Under him, CIO will use 
press and radio toward this end. 
He would like schools and 
churches to become more inter- 
ested in labor. He’s for radio 
“whodunits” if they will help. 

His reaction to a CIO pamphlet 
promoting consumer co-ops as a 
weapon against higher prices may 
indicate the shift of emphasis at 
the top of the CIO publicity or- 
ganization. 

Asked if he had seen the 
pamphlet “Pete” said it was on 
his desk, but he hadn’t read it. “I 
don’t know whether it will be part 
of CIO policy,” he said, “but my 
reaction when I saw the pamphlet 


was: Somebody spent too much 
money on this print job.” 
* * * 

BLS announced this week that 
it must revise its cost-of-living in- 
dex, now at an all-time high of 
157.1 (1935-1939—100). The 
change is not related to the cost- 
of-living, but to the demands of 
the Congressional economy bloc. 
Under the new plan, BLS will 
have a smaller sample on com- 
modities and services other than 
food, fuel and rent, and will fall 
back on slower reporting. First 
report under the new plan, for 
July 15, will not be available until 
early October. 

Bd Bg * 

What will the “Marshall Plan” 
do to the U. S. economy? A spe- 
cial Presidential committee head- 
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THE AAAA* READER SURVEY 
REVEALS THAT... 


Daily and Sunday in Washington D. C. you 


reach more women with The Star 


than you reach with any other newspaper 


The Survey showed that of the esti- 
mated adult population of Wash- 
ington (1,065,400) 54.6%, or 581,- 
700 individuals, are women. 


compares with the 


population shown in the 1940 U. S. 


This 
48.7% female 


Census, before the war-time influx. 


—more people 


—more women 


FACTS NO. 1, 2 AND 3 TO REMEMBER 
ABOUT THE WASHINGTON MARKET: 


Daily & Sunday in Washington, D. C., you teach 
—more people with money to spend 


with The Star than you reach with any other newspaper. 


40.6% of the women in Washington 
—236,100 of them—read The Eve- 
ning Star on an average weekday— 
more than read any other W ashing- 
ton daily paper. 


52.9% of the women in Washington 
—307,200 of them—read The Sun- 
day Star on an average Sunday — 
more than read any other Washing- 
ton paper. 


t © 1946, American Association of Advertising Agencies 


Represented nationally by: DAN A. CARROLL, 110 E. 42nd St., N.Y.C. 
The JOHN E. LUTZ CO., Tribune Tower, Chicago 
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ed by Commerce Secretary Ww. 
Averell Harriman is trying to 
make an estimate. Meanwhile lots 
of business men are beginning to 
understand the question. Typical 
of those involved are home build. 
ers, who find materials scarce de- 
spite record production. Home 
builders know some supplies are 
already being exported. ‘Will the 
Marshall Plan make necessary a 
return to allocations and contro] 
of materials?” asks a current bul- 
letin of the National Association 
of Home Builders. 
* * * 

The American Trucking As- 
sociation wants Congress to repeal 
wartime excises on gasoline, oil, 
automotive vehicles, parts and 
tires, which bring over three 
quarter billion dollars annually to 
the treasury. ATA’s press state- 
ment calls them a heavy burden 
on every truck, bus and automo- 
bile owner in the country. It re- 
minds Congressmen: “Nearly one 
third of America’s 6,000,000 trucks 
are owned by farmers, thousands 
upon thousands by grocers. Every 
kind of commodity that Ameri- 
cans eat, wear or use is trans- 
ported all or part of its way by 
trucks.” 

LJ * co 

Farm statistics come in handy, 
too, to the American Road Build- 
ers Association, which would like 
more contracts let for rebuilding 
and resurfacing of highways. 
“Dirt roads sometimes double the 
cost of delivering mail,” Road 
Builders claims. “Better farm-to- 
market roads lead to consolidated 
schools, with modern conveni- 
ences, better teachers and less 
cost,” they add. Finally, Road 
Builders reminds interested pub- 
lic officials, “Farmers operate 4,- 
700,000 passenger cars and nearly 
1,000,000 trucks.” Road Builders 
says 98% of these passenger cars 
are used in connection with mak- 
ing a living. 

* * * 

Since late 1944, more than 1,- 
000,000 veterans have sought G.I. 
loans for homes, farms and busi- 
nesses. By July, 1947, 938,000 
had been approved, including 
831,000 for homes, 33,500 for 
farms, 73,500 for businesses. 
Though only one in 14 G.Is has 
exercised his loan rights, Veterans 
Administration says there is no 
hurry. The benefit will remain 
available through July 24, 1957. 


* * * 


Department stores, banks, in- 
surance companies and industrial 
firms which have learned to use 
statistics for mass marketing, have 
pitched in to assure success of the 
first postwar International Statis- 
tics Conference, scheduled here 
early next month. Besides joining 
with government and union rep- 
resentatives as “hosts,” about 40 
leading business organizations are 
offering contributions to supple- 
ment the scarce dollar exchange 
available to the 250 foreign dele- 


gates. The conferences are evx- 
|pected to involve important ex- 
changes on _ statistical methods, 
which will help standardize 
| worldwide procedures. 

* * #& 

Though other living cost items 
|are going up, Federal Power Com- 
|mission has figures showing tal 
residential and commercial elcc- 
tric rates during 1946 continue 4 
23-year downward trend. Lower 
rates, which encourage the use ol 
|}major. electric appliances, were 
reported by 100 of the 204 U. S 
cities of 50,000 or more; hig/ier 
rates by only 13 cities. 


Joins McGillvra 


Roberta Roundtree, recently w''" 
the New York office of M. 
Hackett, Inc., advertising agen 
has joined Joseph Hershey M:- 
Gillvra, New York, radio adve'- 
tising representative, as adm 
istrative assistant to the presiden' 
Miss Roundtree was previou 


associated with the Mutual Broad- J 


casting System for eight years. 
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'csue for damages. 
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1H Ad Explains 
Stand on Union 
Responsibility 


Cuicaco — International Har- 
vester Company, in 224 large cir- 
culation dailies last week, ran 
nearly full-page advertisements 
explaining its stand on union re- 
sponsibility and its right to sue 
a union. ~ 

“Unions should be responsible 
for things they can control,” the | 
ad declared. “International Har- 
vester’s agreement with UAW- 
CIO does not waive our right to 
sue. 

The ad ran shortly after IH and 
the United Auto Workers signed | 
an agreement which IH declared | 
“a fair and practical settlement | 
of the much-debated question of 
union financial liability under the 
new Taft-Hartley Law.” The 
agreement provides that the union 
be liable for damages only for 
matters which it can control. 

Copy points out that if the 
union makes reasonable efforts to 
stop wildcat strikes, IH will not 


Won’t Rely on Lawsuits 


“We do not expect to conduct 
our employe relations by law- | 
suits,’ the ad asserts. “We do| 
not ask any union to take re-| 
sponsibility for things it cannot | 
control. We know there have been 
cases where a union could not 
prevent the outbreak of a wildcat 
strike. .. One of the things a 
union certainly can control is 
whether it makes prompt and sin- 
cere efforts to get employes back 
to work if a wildcat strike takes 
place.” 

The ad ran in newspapers in or 
near IH manufacturing and dis- 
tribution branches, and in New 
York and Washington. It did not 
run in a further list of small | 
dailies frequently used in the) 
company’s public relations adver- 
tising. 

McCann-Erickson has handled 
the institutional account since 
early last year. IH product ad- 
vertising is placed by Aubrey, 
Moore & Wallace. 


Boyele Heads Sales 


James J. Boyele, formerly with 
the U. S. Department of Com- 
merce, has been named head of 
sales and marketing of the re- 
placement parts division of Alumi- 
num Industries, Inc., Cincinnati. 


NO TYPE 
wed tu His ad! 


Anyone, anywhere can set 


type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
eds Cardboard letters are 
®vtomatically aligned when 
%#! ‘nto Fototype composing 
ihck, No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 


types to select from, each 


ab'» leatherette case. 


és 
~~ New 24 -Page 
Catalog 


a ROSCOE ST., CHICAGO 15, ILLINOIS | 
| 
} 


Royal Appoints Siegel; 
Plans Big Campaign 

Alfred E. Siegel, previously 
with a Chicago agency, has been 
appointed advertising manager for 
all divisions of Royal Metal Mfg. 
Co., Chicago, manufacturer of 
Royalchrome furniture for retail 
stores and industrial, institutional 
and professional use. 

The company is planning, with 
Kuttner & Kuttner, its agency, the 
largest campaign in its history, 
starting this fall and continuing 
into 1948. Newsweek, Time and 
other national magazines are on 
the schedule. Institutional ads, 
headed “Invitation to Speak,” will 
devote the entire copy space to 
messages from educators, national 
leaders and executives on issues 
of the day. 


Coles Co. Expands 


Ross Coles & Co., Chicago prize 
and premium company, has opened 
new offices and display rooms at 
173 W. Madison St. A feature of 
the new headquarters is. the 
“Prize Ring,” a display room de- 
signed by Ray Stuermer of Way- 
man & Stuermer. 


33 


= | 1941, of 22.6%. |advertising consultant, with of- 
Newsprint Stocks | Total estimated newsprint con- | fices 


_in the Broadway Central 
‘sumption in the United States for | building, Detroit. 


Move Upwar d July, 1947, was 361,230 tons, which | 


Wee Yonn—~ddbek tabiitiie of re~ | includes all uses of newsprint. For | 
porting no increase in the short | the are seven months in 107 it} 
supply of newsprint American |‘ estimated to be 2,718,267 tons. 
Newspaper Publishers Association | During the first ren months of | 
has announced a slight upward | this year, reporting newspapers 
movement. | used 1,984,335 tons of newsprint, | 
Daily newspapers reporting to {8 14.4% increase over the first | 
the ANPA had 41 days’ supply of | seven months of 1946, and a 17.9% | 
newsprint on hand and in transit poi ag over the first aie > 
at the end of July, 1947, an ie | OH # of 1041. 
crease of 10 days’ supply over | iad 
June, 1947, and an increase of Form Harold-Hilding 
\four days’ supply over the end| Harold A. Deline, formerly with 


of July, 1946. Stocks on hand | Dominion Advertising, and John 


were 37 days at the end of July,| 1. Ward, ta and 1 
| 1946; 54 days at the end of July, | trea Hovold Hildine Campany | 
1945; and 52 days at the end of | & pany, 
| July, 1941. 


—_ 


a 


_=— ADVERTISING 


AGENCY . 2 
\\ EXECUTIVE: 
IT'S NOT TOO EARLY 
to plan your copy and 
layouts for the catalog 
pages in the Annual 
January 


a 


(Closing October 1st) 


< 


Dailies reporting to the associa- | 
| tion consumed 263,698 tons of | 
|/newsprint in July, 1947, as com- 
| pared with 243,072 tons in July, | 
| 1946, and 215,012 tons in July, 
| 1941. 
| July, 1947, over July, 1946, of | 
|8.5%, and an increase over July, | 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


‘CHURCH PROPERTY 10%) 


This was an increase in| Bs | ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


poe. 


ba 


a! * 
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*Sales Management's 1946 
Copyrighted Survey 


NATIONAL REPRESENTATIVES ... O'MARA & ORMSBEE, INC. 
+ LOS ANGELES 


NEW YORK 


ORE farm income than all six New England states, 


McCLATCHY NEWSPAPERS’ M plus New Jersey. More total buying power 


CONSUMER ANALYSIS 


of California’s 
Central Valley Market 


22 states.* 


Ready now—a thorough analysis of 
buying habits, brand preferences, 
ownership and dealer distribution in | 
three of California’s principal Valley 
cities. Ask O'Mara & Ormsbee for | 
your copy, or write McClatchy News- | 
papers, Sacramento 4, California. 


a Philadelphia paper. 


- combination, local or West Coast. 


- DETROIT - CHICAGO - SAN FRANCISCO 


than Oregon. Higher retail sales than any one of 


That's the Billion Dollar Valley of the Bees—the 
part of California you can’t afford to overlook. So 
study your schedules. Make sure you're in the strong 
local papers—because Valley people are as little 
interested in outside papers as a New Yorker is in 


Strong local papers are the McClatchy news- 
papers—The Sacramento Bee, The Modesto Bee and 
The Fresno Bee. This trio reach far more people 
in the Billion Dollar Valley than amy competitive 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 
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WHAT’S GOING ON? § 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
yeloping sales prospects on certain 
types of products and services. 


New Booklet No. 10 "How Business Uses 


Clippings” tells the whole story 
BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
314 So. Federal St., Chicago 4 


WTM]J-TV Readies Video 


Regular television programs— 
Milwaukee’s first—will be broad- 
cast by WTMJ-TV, the Milwaukee 
Journal station, starting about 
Dec. 1. Although a few Milwaukee 
television set owners have re- 
ported receiving broadcasts from 
Chicago, they are regarded as 
“freak” receptions. With the com- 
pletion of a hill-top tower at Rich- 
field, Wis., it is thought that 
WTMJ-TV may be able to re- 
broadcast programs of Chicago 
television stations. The Milwau- 
kee station will start with about 
20 hours of television a week. 


Reynolds with ‘Parade’ 
Warren J. Reynolds has joined 
the Chicago sales staff of Parade, 


Arthur F. Collins, Chicago man- 
ager, announced. Mr. Reynolds 
spent three years with the Capper 
Publications, interrupted by serv- 
ice as a lieutenant in the Navy. 


Bendix Promotes Eaton 


Lynn Eaton, eastern regional 
sales manager of Bendix Home 
Appliances, South Bend, has been 
promoted to director of districts. 
He will direct the company’s field 
sales representatives and overseas 
distributors’ sales operations. 


Cammon Joins ‘McCall's’ 

M. Edward Cammon, formerly 
sales promotion manager of Whit- 
ney Publications, has joined Mc- 
Call’s, New York, as assistant to 
the director of promotion. 


HOL 


E figured Steve Brodie took a 


chance . . . so we slipped this 
one-inch ad in a national magazine re- 
cently. 


But we weren't prepared for the 
deluge of requests for printing . . . big 
orders, small jobs from all over the 
country. 


At least we didn’t realize so many 
people are desperately looking for a 
topnotch printing house that'll go right 
to work on any job, and get it out—on 
time! 


You see, we're quite a ways from the 
center of the printing industry up here 
in North Dakota and we can catch our 
breath once in a while because we're 
not bothered much by frantic clients or 
a deadline crisis. 


BUT, don’t get the idea this is just a 
one-horse outfit puttering along with 
handset type and broken-down presses. 


We're proud of our modern plant and 
we've kept up to the minute in creative 
typography. Our offset department is 
a honey—and we can be just as boast- 
ful about our letterpress production. 


wnion sHoP 
MODERN EQUIPMENT 


PRINTING CO. 


GRAND FORKS * WORTH DAKOTA 


Well, here’s the pitch: we’re offering 
you the facilities of our plant for any 
printing job you require (and we print 
everything but money). 


We're geared to handle small runs... 
tickets, letterheads, printed forms... 
but, we can just as readily speed out 
work on elaborate brochures, cata- 
logues, house organs . . . you name it! 


Many of our printers have been with 
us for 20 years or more . . . they like 
their jobs and have settled down in this 
quiet little city of Grand Forks, and 
dedicated their careers to the produc- 
tion of quality printing. 


We, here at Holt’s, take pride in 
every job that bears our union label... 
guess that’s why we've cornered the 
printing trade up in this part of the 
country. 


WELL .... that’s our story. And it’s 
a story that should be of vital interest 
to you... if printing is a problem in 
your business. 


Write us for quotations. We'll get 
the answer right out and you'll find 
our prices mighty attractive. Samples 
of our work on request, too. 


PRINTING 
COMPANY 


GRAND FORKS * NORTH DAKOTA 


Advertising Age, August 25, 1947 


SIGNS FOR COLORADO GAMES—Wesley |. Nunn, ad manager of Standard 


Oil Co. (Indiana), signs with Station 


Yoder, 
Standar 


KOA, Denver, for exclusive broadcasts 


of all University of Colorado football games under Standard sponsorship. Left 

to right (standing) are James R. MacPherson, assistant manager and Lloyd E£. 

eneral manager of KOA; W. B. Egbert, Colorado division manager, 

Oil; Jim Yeager, U. of C. football coach; T. J. Wolfe, Colorado 

division assistant manager, and W. C. Kniefel, assistant general manager of the 
Rocky Mountain division, Standard Oil. 


Bullis Predicts 
Price Inflation 
Will ‘Level Off’ 


WitmincTon, Det. — Stockhold- 
ers attending General Mills’ 19th 
annual meeting here last week 
heard President Harry A. Bullis 
predict that “some real progress 
in the battle against inflation” will 
be evident soon. 

He declared that “the cost of 
living seems to have leveled off 
somewhat after the sharp rise dur- 
ing the fall and winter months,” 
and said “price adjustments should 
now be made steadily, as more 
and more lines of production pour 
forth supplies at lower prices.” 

He insisted that “during the 
past year, we have made progress 
toward economic balance,” but ad- 
mitted that “prices of many prod- 
ucts are still above what we call 
normal . . . because the supplies 
of these products are still much 
less than the demand.” 


Mills Are Near Capacity 


Mr. Bullis reported that Gen- 
eral Mills’ flour mills have been 
running at close to maximum ca- 
pacity throughout the last 12 
months. He expects the great de- 
mand for flour overseas to con- 
tinue for some time to come. In- 
dicating that another huge wheat 
crop is in the making, the GM 


president declared: “Even if we 


have a short corn crop, there will 
be plentiful food supplies for both 
domestic use and foreign relief.” 

Wheat prices, however, (and 
consequently prices of flour, bread 
and cereal products to the con- 
sumer) will not decline greatly, 
because parity and the govern- 


will be in the neighborhood of $2 
per bushel at terminal markets, 
he said. 

Mr. Bullis urged increased im- 
ports by this country as an aid 
to Europe’s recovery, and empha- 
sized that “doing our utmost to 
alleviate the food shortage abroad 
is the duty of the United States 
as a humanitarian nation.” 


Names Christiansen 


The Coca-Cola Bottling Com- 
pany of Chicago, Inc., has ap- 
pointed Christiansen Advertising 
Agency, Chicago, to handle its 
account. Radio spots on five Chi- 
cago area stations will push six- 


available in the Chicago market 
at the prewar price of 25 cents. 
Painted wall signs will be used 
later. 


ment supported price probably | 


bottle cartons, which are again § 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373, Chicage | 


Just out 


This 

24 pg. book 
tells how 
National 
Advertisers 


LOCALIZE 


for selling 


ACTION 


Read the exciting story of “big time” merchandising at 
point of sale and how you can build maximum sales 


with Brand Identification 


Saw Tork Oftier Crete 


“QUALITY Neon and Fivorescent Signs...in QUANTIT 


REPRESENTATIVES IN ALL PRINCIPAL CITIES 


Signs. 


S7SPO « Comenge Offre Andere 9400 + Los Angeies Office tempstend «84! 
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‘Mr. D. A.’ Tops 
Hooper Report; 
Listenership Down 


| ideas. 
New YorkK—A rating of 9.8 was| duced good and excellent results | 
enough to put “Mr. District At- | 45 based on the consumer shop-| may not have been the first U. S.| air a network program, in 1923. 
ping research of Meyer Both Re-|radio broadcaster, 

ports. Also included, for idea pur-| close to it. and has 


| 
| 
| 


torney,” heard over NBC for Bris- | 


| 
most recent report of C. E. Hooper, | 


Ine. 
Still unable to pull itself out | 


| York, has 


Offers Retail Ad Ideas 


Meyer Both Company, 


Christmas ads with adaptable 


Many of these ads pro- 


New | 
prepared a 48-page | 


book, by departments, of retail | 


Many ‘Firsts’ Set 
by 25-Year-Old 
WNAC in Boston — 


Boston — Station WNAC iesi| 


but it came} 
: plenty of other | 


poses, are reproductions of cover | firsts anyway. 


and page formats of 24 successful | 


retail Christmas catalogs. 


of the summer slump, radio con- | Promotes Instant Coffee 


tinued to lose listenership, with 
average evening sets-in-use at 
17.2—down 0.8 from the July 30 
report and down 1 from a year 
ago. 

Next in line on the first 15 for 
evening were Eversharp’s “Take 


| 
| 


It or Leave It” (9.1) and Pall 


Mall’s “Big Story” (8.7). Both 
are NBC broadcasts. 

Other leaders: 
Pn ND, “Vvn ae dectahavavdog 8.5 
CII I Sn in vac ea Saws ec c cen 8.4 
Crime Photographer .............. 7.8 


Arthur Godfrey’s Talent Scouts... .7.8 


Re A ee a ere 7.5 
Dashiell Hammett’s Fat Man...... 7.4 
FOUR Bese DONO irc Che ose oh caeas 7.4 
Adventures of Sam Spade......... 7.2 
Murder & Mr. Malone............. 7.1 
Te Ser ga tate buiehd eastsckena gas 7.3 
EE ee SE sb oasis ewecwcawr 7.0 
Catt, We a: Se oes ose ccesecea 6.9 


Notable newcomer to the list is 
Arthur Godfrey’s new Columbia 
network stint for Thomas J. Lip- 
ton, Inc. This one has achieved 
the ideal for the sponsor—com- 


mercials that are the cream of the} 


show’s entertainment. 

“Ma Perkins,” Oxydol’s 
soaper (6.4), replaced “Young Dr. 
Malone,” another Procter & 
Gamble CBS serial, as daytime 
leader. “Dr. Malone’? moved down 
to fifth with a rating of 5. 

Others in the top 10: 


CBS | 


Be 88 bras otk taiuesie See % 5.3 | 
Romance of Helen Trent.......... 5.3 
ROR ee I oh 0 be & 08% dow arw ck 5.0 
ey a ree 5.0 
a ee ee 
Bate 50 -DEGMURMOD ise oak k oxse'se b-08 5.0 
er ae 4.9 
Young Widder Brown............. 4.9 


Average daytime sets-in-use of 
14.3 dropped 0.1 from the last 
report, no change from a year 
ago. Average daytime rating is 
3.5—up 0.2 from last report, down 
0.4 from a year ago. 


Rene Pepin Joins Radon 

Rene Pepin, formerly vice- 
president of Stockton, West, 
Burkhart, Cincinnati, has been 
named vice-president and director 
of sales and advertising of Radon 
Electronics Company, Milford, O. 
For 12 years he was head of re- 
search and promotion for House- 
hold, New York. 


OOK (6 UP 


in the basic sources 


OF MARKET INFORMATION 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


* Industrial Marketing's 
‘NDUSTRIAL MARKET DATA BOOK 


} 
} 


| 


A newspaper campaign has been 
launched in selected Canadian 
cities to introduce Maxwell House 
instant coffee, a new product of 
General Foods Ltd., Toronto. The 
campaign will be expanded later. 
Baker Advertising Agency, To- 


ronto, is handling the advertising. | 1922 


The Mutual outlet and key of| 
the Yankee Network, reaching its 
25th anniversary, has pioneered 
in numerous radio engineering 
developments, in radio news gath- 
ering and was first, in 1932, to use 
the coincidental telephone method 
of audience survey. 

John Shepard III, who with his 
father launched the station in 


(charging its operation to 


Shepard department stores’ 


these additional ‘“‘firsts’’: 

First to air a major league base- | 
ball game, in 1924; first to air a 
college football game, in 1924, and | 
first, with WEAF in New York, to| 


} 

| 

Mills Joins Gair | 

Beaven W. Mills, whose back- | 

ground includes agency, creative | 

industrial design and poe 

experience, has joined the Robert | 

Gair Company, New York, as art 
director. 


Agency Changes Name 

Paul E. Newman Company, Los | 
Angeles agency, has changed its 
name to Marketers, Inc. William 
T. Malone, formerly advertising 


ad-| manager of the new products di- 
vertising budget), also points to| vision of Vick Chemical Company, 
has been elected president. 


FIRST 
in 
TRADE 
NEWS 
and 
FEATURES 
v 


THE SPORTING GOODS 


DEALER 


2018 WASHINGTON AVE., ST. LOUIS 3, MO. 


A MARSHALL FIELD STATION REPRESENTED 


NATIONALLY BY AVERY-KNODEL 


CHICAGO’S 


DEPENDENT 
STATION 
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Our fieldmen devoted 8,500 working hours, surveyed more 
than 300,000 blocks within the city and five suburban coun- 
ties to compile this-analysis of the New-York market... 
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715 retail outlets in 168 sales” 904 shopping centers and shop- - Over 350 sales” executives con- 
risions are listed and classified. — ping streets are located. : ae tributed information and advice. 


Most exhaustive New York marketing data 
ever placed between the covers of a book 


ERE, in one compact package and compiled from a sales 
planner’s viewpoint, is the most factual, practical, workable 


sales operating tool ever devised for successful operating in the MORE CUSTOMERS FOR YOU! 


world’s largest, most complex market. 


The New York Journal-American Sales Control Manual accu- New York Journal-American 
rately reflects today’s marketing picture. It places New York Six Months Circulation 
right on your desk, borough by borough and suburb by suburb, — : 31. 1947 
in’ 168 individual sales divisions, each with its own economic fF RR SRE PER AEs. FOES 
breakdown, classification of retail outlets and detailed map. a 


In this city of a hundred cities, where the very magnitude of EVENING 


the market defies comprehension, this new Sales Control elimi- 
nates all guess work . . . lays the world’s greatest concentration 70 on 15 6 
of consuming power before you in a specific yet flexible form e ‘ 


that assures top sales operation. 


Learn how the Sales Control Manual can do a job for you... SUNDAY CITY AND SUBURBAN 


save you years of work and planning. A Hearst Advertising : (Cy 
Service man stands ready to show you a copy. i aN 


SUNDAY TOTAL 
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i. NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE | 


yo ie 
é ae 
} a in 2 lead pate Se ane .] oe We F — tit j = fe : OES See Bete si. 5:3 
s et . = . Soe | BF Se . ye : ee 
2 ec. ea a - ; 9 > . ea % 2. . aera ‘ ‘i 2 E 
| i eg a a | ne Oy 2 it aipit } Be : a 
| rs ‘ { ‘a 1 | ' ) 4 $ ¥ mA +: ; 1 7 ee : ee 3 Ws Bee 
[| Gi) get eestag i ay * _ he 2 U Vag ey Hie , 4 Ba ee 
a . nel _ ae “ Y Hi aa 1 = 
A dq ae > rer: E * 5 soon aon oth ; «4 ¥e rie 
x . Ss * — ee ae . 3 ° . ; 3 ‘ , s ' . ; fa’ eth I ; (3 i ’ = < ‘ ae 
\\ ay Bee. Ti & TES Oi Ba FS "| i) ad “ Par : = 
\ = ~~ Hie Pi) eer am SAU 2 ™ ers) P pe 
\ _ se ae e et » } - R “1 fe e } : > 3 2 & } it ; ae as i ‘a S none Be 3 ‘a 
‘ : : bee 2 iis Be yt " a ss ire oe no ae * ie. = 
| oa —_— | CU a a 4 dimes: |: 0 lie > : r Jee 
\ et ua = vy '’ 5 eo } be } i Ss gan ms ¥ -* _& Dge oreo errs ‘ q ies 3 oe 
e Lg matte : ar me’) i diirantle - oe a 3 
tz» =—sNN ° Sell ‘," , i 4 ; Peli ? a my Giese nce Eri @ : a 2 “= ae 5 oi 3 % 
' i ey Bae “4 eo 4 lek . . | , ae 5) ii cine | ee toad > a cee . eo 4 
% eee | ike Ebicla, eseera Hi ae -_ 7 “ae OO 
ze 2 7 ae oP Oa. a ‘ } 3g ee gt ia 4 € 
’ cc a \\ie 4 ie Bithk “NS pees’. mee oe a a — 
<r Ayo | ae > 0 Cf eee, eee ‘ . —- 
oy. t ‘a ae 1% ui De cs oh eS tl RRR ee : oS 
# Ti we ar > " iit. 8 | hla. Se i -_ 86 
. 4 7 As by ix ees a Nae: a e fw ge § : gees ; & - ¥ ee he ee 2 ~ Mee : a 
’ re Sg So ye os é tes . oe ‘ 5 ; Se w ie. daa ee , . ot eee ee . see 5 . ae. 1 
fae ae . i ee -e ‘ a : i 3 ‘ | oe ' 1: i all i J ’ oo 7 mE iow ah stn ie a Vitae fs ‘a er fies fe : ‘ ~ 7 eee: x 
= i ae LS. a ® re 6 Ll, fa ns Ss Sul ok a) ———— ae an 
» Se ia i gs ss es, ae heer ee” ieee cert. . a OY ree i is anes nee Ee SS 2 Aa? i aca ie i e 
rae ee ia y, Zz yo ee ene ae : , a4 — Se co. bs io “ ¥& ~ FR ad te re ; : Pe gon ee ec sit a a 4 4 
| a oe Oe Se Ul Ul 2) 6 a o 
Ae ey Si i= © ~ tea : aes. | Ee | * — tas *» on ia ee Pe aa 3 aS ce eS ; { : 
ae ei iia: rg - : "ay. he Be. a yy Se ‘ 4 He " “hy ‘ ae : a th . ake ae ‘ ; 3 a 4 & ne ; a 7 ae 
i? Gl ~~, iz iy Ss eee a soa =. 1 Fe iss -. = oe em 
e ae ; H i ‘si a eg oe: #, : (| iw as *: : st es. ‘ i. Pe: { , a il 
ae oe a 4 > a3 § a te we" oS ‘ bell . . f 
be ie Ree aie. Re © at Bante Pra ee. >. es de Ne ke, . ” ale ¥ 4 Pe Sree | a0 once -_ ee 
i Se : a) 7 ‘ i eo. aes 3 ee Lhe Bae ey | ae Bima ee aie ae é ee a ee Gs ee si co ine ‘nani CORI tne ne ae Bee Sa si li mm - : ee 
ee md we Vee a a ed EO wg a F | RRC DETRY 5 Meee Cag Saar Pi Bi “aaa Say STE BACs Seite Re uak sta a oo ge P Pr - Ses " 
. 2 a: ee ee ae SE eae eT ee _ 
ay = i : ne 7 7 7 - : - 4 
ee. sala E j a 
Ba de | \ 
_- : - itl 
7 a} 
«ae ~ 
. “a = 4 
as 
: 
; is er. 
— 
fa Nae 
: ss iis 
a ; 
4 a 
a a 
2 . 
| L Ce Ps 
} o£: Zi. Pt 
“ ka Ri & ‘KBaAAPA oe 
| 1 fT ba Th hh / 67 
VgttilsAd/ ite (Vv © - 
! - 4 i ff pr IF é- Z 
| Os LP A ; 
< | Ah 4a ge he 
et lip’ aks j 
— J 
— + 
- 
a 
Ae a 
7 ee . 
38 ~~ 
ee J a a 
i ' ees 
|e << 
ee " a a 
a4 # “4 ae 
: % e a Sa 
-_| a. - 
As P “a ae peeks 
} ; ch 
i at af 
= 7 
—_ ee 
+d tis 
‘ Ee 
n ’ * 
= 2 : 
a & s : o i 
cc 
> se | — 
NEW YORK bas —— a 7 
THA a SM ” 
- = * 00 Af - mots vi 
fais) 1 I 1 YZ | 
DB TT WAI - ae 
& (AN AMERICAN }{ PAPER }f_ FOR Y&R /)///1|\\\—7 THE JLAMERICAN }{ PEOPLE 7 > oie 
“ - ‘ Bog a 3 . >> : i so 2 7 ‘ oes 7 2 


a aoe 


—_—_—_—____— 


Advert 


IN ELECTRICAL MERCHANDISING 


and 
PLUMBING & HEATING JOURNAL The 
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IN PRACTICAL BUILDER 


YOUR ADS* TO OUR 
BUILDERS ARE 
SELLING FOR YOU 
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Hand-in-hand, our campaign and your campaign warn 
bring together your dealer and his best customer—our Builder }) :: 


Our campaign in “Electrical Merchandising” (35,000 ABC) 
and in “Plumbing and Heating Journal” (12,500 ABC), tells 
your distributors and dealers to call on the builder—to cultivate 
him—to sell him because the builder is their best customer now 
and for years to come. 


builder is the final authority in selecting the type and make of Ar 
all equipment and appliances going into the job. ae 


The past’ months have proven the soundness of this double- by a 
action merchandising program—OUR ads to your dealers— = 
YOUR ads to our builders. at A 


Yes, the builder is the best customer for home 
appliances and plumbing and heating equip- 
ment, and the best salesman, too. 


Check your own advertising program now. If you are not follow- von 
ing through for your dealers—if you are not selling the builder 

through the pages of PRACTICAL BUILDER, you are overlook- 

ing a very important selling opportunity. 

Since 1936, PRACTICAL BUILDER has been the magazine that ¥ 


made contractor-builders appliance minded—made them con- Some of the leading manufacturers of electrical 


scious of modern heating, air-conditioning, and plumbing. Be- appliances and plumbing and heating equipment ry 
cause of our editorial influence, the builder is today selling more Gue 


. . : : American Radiator and L. J. Mueller Furnace Co. Emerson Electric Mfg. Co. ther 
appliances, extra plumbing equipment, modern heating plants— Standard Mfg. Co., 

selling them through the homes and apartments, the whole com- 

munities he builds for his own investment or for sale. 


Your campaign in PRACTICAL BUILDER paves the way for 
YOUR dealers and distributors in selling YOUR products to 
the builder. It’s your ads that help the builders decide. And, 
remember, in 90% of all residential building, the contractor- 


Frank Adam Electric Co. 

Briggs Mfg. Co. 

Crane Co. 

Lau Blower Co. 

Norge Div. of Borg-Warner 

Bryant Heater Co. 

National Radiator Co. 

Airtemp Div. Chrysler Corp. 

Ingersoll Steel Div. Borg 
Warner Corp. 

Kohler Co. 


Coleman Co., Inc. 

Payne Furnace Co. 
Servel, Inc. 

Reznor Mfg. Co. 
General Fittings Co. 

Bell & Gossett Co. 
Burnham Boiler Co. 
Minneapolis-Honeywell 
White-Roger Electric Co. 
Morrison Steel Products 
American Central Mfg. Co. 
Hotpoint, Inc. 


Mullins Mfg. Corp. 

National Electric Mfgrs. Assn. 
American Gas Assn. 

Trane Co. 

Surface Combustion Div.- 

General Properties Co. 

Evans Products Co. 

as ~Vilaeeaae Die Casting 

ti) 


Pryne & Co. 
Westinghouse Electric Corp. 


PRACTICAL BUILDER 


5 SOUTH WABASH AVE., CHICAGO 3, ILL. 
Also publishers of BUILDING SUPPLY NEWS, the leading Lumber and Building Material Dealer trade publication. 
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Advertising Age, August 25, 1947 


About a year ago, The New Yorker 
startled its readers with John Hersey’s 
report on Hiroshima. On Sunday, Aug. 
10, This Week must similarly have 
startled its readers when it devoted its 
entire issue to a report on the world two 
years after V-Day. 
This is a report on the world—even 
though it is confined editorially to Eu- 
rope and Japan. The advertisements 
make their own comment on America. 
The first article, on Page 2, is entitled 
“We Went Back.” It explains the issue. 
“On the following pages,” it says, “you 
will see the faces, read the thoughts, feel 
the despair and hope, share the problems 
and the prayers of the rest of the inhabi- 
tants of this still war-shaken world.” It 
is framed with faces of a Frankfurt black 
marketeer, a Tokyo farmer, a Russian 
border guard. 
Opposite it is a Palmolive ad announc- 
ing that “doctors prove 2 out of 3 women 
can have lovelier skin in 14 days” and 
promising that “you, too, may look for 
these improvements in only 14 days.” 
The next two articles are entitled 
Bread and Shelter. In the first, an Essen 
housewife is quoted. “By sleeping in the 
morning,” she says, “you don’t have to 
eat breakfast. It saves food.” 
On Page 7 is a Mazola ad. “Vary the 
color and flavor of your fruit salad dress- 
ing,” it urges. 
On Page 8 Politics is discussed. “If 
America fails to bring democracy, there 
are other groups ready to step in,” it 
warns. Opposite it is a Del Monte ad in 
which a character named “the Del Monte 
Reporter” asks Rise Stevens if hard 
study will make a great singer. Miss 
Stevens replies, “It certainly helps. But 
more than that, it takes a variety of tal- 
ents to achieve perfection.” And the ad- 
vertiser puts in, “That goes for coffee, 
too, Miss Stevens—that’s why Del Monte 
blends 7 of the world’s greatest coffees!” 
And so to Pages 10 and 11, entitled 
“Another War?” and on to Pages 12 and 
13 entitled “Morals.” Under the photo- 
graph of an ex-German soldier sitting 
by a tank trap is the caption, “Two years 
of war with Wehrmacht didn’t distress 
Hirst Hinz (above). Now a border guard 
at Aachen, he’d fight again to regain his 
home.” The subhead under the Morals 
title says, “The world has taken so much 


You Ought toKuow . 


Otto Guenther is an agency man. Otto 
Guenther is an individualist. Otto Guen- 
ther is different ... and interesting. 

In a business where men move around 
so fast that a ten-year association with 
a single, unchanged en- 
terprise is cause for 
congratulations, Otto 
Guenther has managed 
to stay put for 52 fight- 
filled, fun-filled, pros- 
perous years. He is, 
undoubtedly, one of 
the last of the agency 
Pioneers. But don’t get 
é ideas about this 
‘ear-old agencyman 
ng a typical “elder 
‘'esman,” or dodder- 
around in a kind of mental vacuum 
le others hold his business together. 
‘tto Guenther is Guenther - Bradford, 
while he’s the first to admit that one 

never makes an agency, and that 
y an efficient, competent team can do 
a ob, he is the active, every-day leader 
that team, and no mistake. 

tto Guenther is really Otto Guenther 
. the youngest active member of a fa- 
US advertising family, whose business 
‘ginnings go back, as far as this chron- 
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Otto Guenther 
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Ihe Creative Uans Corner 


punishment that nothing shocks it any 
more.” To the left is an Allsweet oleo- 
margarine ad. “Here, there, everywhere, 
they’re asking for Allsweet first!”, it 
says. There’s also a Weather-Bird shoe 
ad which says, among other things, that 
Weather-Bird’s “one - piece, all - leather 
insoles will not curl, insulate against 
heat or cold.” 

Then you come to an article entitled 
“Their Children” and, across from it, one 
entitled “The Sound Track,” which con- 
tains comments from residents of Nor- 
mandy, Hiroshima, Guam, Berlin and 
places east and west. Following are 
articles on Corregidor (“The jungle is 
erasing all traces of Wainwright’s famous 
last stand”) and Bastogne. There is also 
a Dryad ad announcing a “new way to 
be SWEET to EMBRACE.” Following 
are articles on Iwo and Paris (‘The hard- 
ships of a young married couple are typ- 
ical of life in the not-so-gay French cap- 
ital”) as well as ads for Durkee’s oleo- 
margarine and Solitair cake make-up. 
(“Ever taste oven-baked corn?”) On 
Pages 20 and 21 are articles on Berlin 
and Tokyo. The article on Berlin states 
that “it will require many years to clear 
away the rubble.” Directly across from 
it, “Comfy” and “Minty,” the Mentho- 
latum Twins, say, “We soothe smarting 
pain ... make you smile again.” 

The issue ends with an article on Bas- 
singbourn, a British village “that misses 
the daughters it married off to the 
friendly Yanks,” and a summation en- 
titled, quite aptly, “So What?” 


“We in America (says the summa- 
tion) want democracy to be the way 
out—because if it isn’t, we, too, will be 
engulfed. But our fine ideals of free- 
dom and democracy are perishable 
things. They die easily when hunger 
and want confront them. The United 
States, the richest and most powerful 
nation of all, is in the position of lead- 
ership to bring the world back to nor- 
mal. . . We must be irrefutable evi- 
dence to the world that it is possible 
to build a society which can achieve 
expanding areas of peace and prosper- 
ity and freedom.” 


Oh, yes, the back cover. It contains an 
Ivory ad. “Life is just a bowl of bub- 
bles,” it says. 


e « Otto Guenther 


icle is concerned, to a day in 1885 when 
Otto Guenther Sr., journalist and editor 
of several prominent German language 
newspapers in various cities, decided that 
it might be more fun, and more profitable, 
to sell advertising. In its early years, his 
agency handled everything from justice 
of the peace cards in the foreign press 
to railroad advertising for which it was 
paid in travel script. 

There weren’t many agencies anywhere 
in 1885. His principal Chicago contemp- 
oraries consisted of Lord & Thomas, 
founded in 1872, and the potent Chas. W. 
Fuller Company, long since extinct. 

Mr. Guenther had three sons—Rudolph, 
the eldest, Louis, and Otto Jr. All of 
them entered the business as they finished 
school. The elder two left to conquer new 
worlds as time went on, the youngest 
stayed. Rudolph moved on, eventually, 
to New York, to head Rudolph Guenther- 
Russell Law, and subsequently to become 
board chairman of Albert Frank-Guen- 
ther Law, a position which he relin- 
quished not too long ago, although he is 
still moderately active. 

Louis and his father started a paper 
shortly after the turn of the century (the 
whole Guenther clan has been about as 
active in the publishing as in the adver- 
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tising world through the years), and sub- 
sequently moved it to New York, on his 
own. That paper was Financial World, 
of which Louis is still active head. 

Young Otto entered his father’s agency 
business in 1895, the same year that John 
Bradford’s name was added to the busi- 
ness. Bradford came in because Otto Sr. 
needed some extra capital and Bradford 
could supply it. He was never active in 
the business, and his financial interest was 
bought out by the Guenthers, at a hand- 
some profit, long ago. But the agency 
name has continued unchanged as Guen- 
ther-Bradford Company during all of a 
half century. Otto Sr. lived to a ripe old 
age and died in 1924. His son, with 29 
years of experience behind him, has car- 
ried on since. 

Through all the years Guenther-Brad- 
ford Company has sailed along, a rela- 
tively small but solid, successful business 
which remains true to a number of in- 
teresting (some might call them crochety) 
principles. Otto is proud of the fact that 
his agency is not interested in taking ac- 
counts away from other agencies. He is 
proud of the fact that his agency does not 
kowtow to anyone, clients included, and 
is perfectly willing at any time to tell an 
unreasonably demanding client exactly 
where he can go. 

He thinks, and with considerable justi- 
fication, that through the years Guenther- 
Bradford Company has built more adver- 
tising accounts than any agency in town. 
Operating heavily, but not exclusively, in 
the mail order field, G-B has picked up 
many an unknown, started with as little 
as $500 in advertising appropriations, and 
built a surprising number up to the pro- 
portions of major advertisers. 

Through the years, and until recently, 
Guenther-Bradford developed a_ good 
many accounts by publishing various 
house organs, such as “Mail Order Jour- 
nal,” “Mail Order Advertising” and 
“Timely Advertising.”- Among other 
things, Otto Guenther seems to have been 
the first to decide that “Advertising Age” 
was a good name for an advertising paper. 
The old “Mail Order Journal’ had lost its 
punch, and had practically died, when 
Otto decided, in 1920, to substitute for it 
a somewhat broader publication which 
he called “Advertising Age.” The paper 
was published for several years, and then 
dropped, well before the present ApveEr- 
TISING AGE was founded, under entirely 
different auspices, early in 1930. 

Accounts which the agency has picked 
out of the blue and skyrocketed to fame 
and fortune run into the scores. Some 
have since died; some have sold out or 
merged; many are still moving along in 
their own sensational ways. 

For example, Guenther-Bradford was 
the first agency to handle Sears business 
—when what is now the giant mail order 
firm was still in the watch business, and 
located in the old McCormick building at 
Dearborn and Randolph Sts. in Chicago. 
It developed and built up the fabulous 
Stransky carburetor account, developed it 
from a $200 a month account to one of 
sizable proportions, then lost it in 1920. 
Otto Guenther was annoyed. He called 
Stransky in South Dakota (toll cost $18) 
and sold him on running reader ads on 
the second page of the Chicago Tribune. 
Within a couple of months Stransky was 
spending $6,000 to $7,000 a month on this 
type of advertising, and his business was 
blooming like an overdue century plant. 

Then Otto went off on one of his peri- 
odic annual trips to Europe. While he 
was gone some agency sold Stransky on 
“big league” display, instead of his little 
reader ads. “It got us so mad,” says 
genial Otto Guenther, “that we got the 
competitive Vacuumatic carburetor ac- 
count, and it wasn’t too long before 
Stransky decided he had enough, and quit.” 

Ru-Ex, a rheumatism remedy, went 
from $1,500 to $30,000 a month in ad ex- 
penditures under Guenther - Bradford 
handling; a product called Mayr’s Won- 
derful Remedy, made by a Chicago drug- 
gist, who started with a $500 advertising 
appropriation, worked its way up to $300,- 
000 a year, and then was sold for half a 
million to United Drug; Mehl, the Fort 
Worth numismatist, was built into an ac- 


count that invested about $100,000 a sea- 
son, and pulled in as many as 1,500,000 
inquiries a season. 

The Mehl account is interesting for an- 
other reason. In 1933 or 1934, Guenther 
induced Mehl to try radio, with an initial 
appropriation of $300, spent over WMAQ, 
Chicago. Before very long, Mehl’s chat- 
ter program about old coins was being 
heard to the tune of $10,000 to $15,000 
a month, and finally it went on CBS and 
NBC, Otto Guenther, who still has the ac- 
count, chuckles heartily about this. “The 
15-minute program was really all com- 
mercial,” he says, “and it’s probably the 
only program the networks ever had 
which violated all their rules about length 
of commercials. Finally they insisted on 
cutting the commercial down to three 
minutes, and we had to take the program 
off the air. We just couldn’t pay off with 
only three minutes of commercial time.” 

Guenther didn’t get all the good ac- 
counts, though. He tells with relish of 
the time when a man named Post walked 
into the office and wanted to place some 
advertising—if the agency would give him 
some credit. Guenther-Bradford couldn’t 
or wouldn’t take the chance, but Chas. W. 
Fuller Company did, and wound up with 
the magnificent Post cereal account. Simi- 
larly, when visiting a distiller client in 
Winston-Salem one time, Guenther was 
urged to stop off in Greensboro, N. C., to 
see a local druggist named Richardson 
who was spending a couple of hundred 
dollars a month on mail order advertis- 
ing. He did, but didn’t land the business. 
Richardson’s little mail order business, 
of course, blossomed into the giant Vick 
Chemical Company. 

Depite the fact that his agency made a 
lot of profits for new and unknown prod- 
ucts, neither the agency nor Guenther 
personally ever bought into an account— 
except once. It doesn’t work, he insists. 
When you’re spending your own dollars, 
he says, you are likely to lose some of 
the spark that makes you a successful 
salesman of some one’s else product. You 
get too cautious, too careful—or some- 
thing else turns up. 

He cites his one experience as a case 
in point. He put $2,500 up for a fourth 
interest in a permanent wave business in 
St. Paul... a little business now familiar 
to everyone as Charm-Kurl. It wasn’t 
six months before advertising was boom- 
ing along at a $50,000-$60,000 a month 
clip, and profits were rolling in charm- 
ingly. But then one of the partners died, 
and relationships went to pot. Guenther 
remarks sadly that his agency lost the ac- 
count, although he sold out his interest at 
a very tidy profit. 

“I'd rather take an account from scratch 
and build it up than anything else in the 
world,’ Otto Guenther says. “We have 
taken accounts from other agencies, but 
we have never solicited them. Personally, 
I think an advertiser is crazy to take an 
account from an agency that has had it 
for some time and has gained a lot of 
very valuable experience at the expense 
of the advertiser.” And again: 

“T never worried very much about 
clients. We probably turn down more 
accounts than anyone. We won't take 
them unless they look interesting and de- 
velopable. Your accounts appreciate you 
all the more if you treat them like cus- 
tomers and not like social friends. Maybe 
that doesn’t make you the biggest agency 
in the world, but we plug along, and we 
always make money.” 

Otto Guenther looked out over the trim 
lawn of the pleasant house on the near 
north side that his agency has occupied 
for 23 years. “You know,” he said, “the 
agency business has changed a lot in the 
time I’ve been in it. But fundamentally 
it’s just about the same. 

“TI don’t believe in formulas. Every ac- 
count must be handled on an original 
basis if there is any possibility of doing 


so. You've still got to have sales sense 
and a peculiar sort of intuition. 

“This is at least a semi-professional 
business. That’s why the ‘nuts’ are suc- 
cessful in it—never the fellows in the 
groove. You can’t be in a groove and be 
a good adman. It doesn’t make sense.” 
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Returns to Viscose 


Virgil N. Winkler has rejoined 
the Chicago office of American 
Viscose Corporation’s Sylvania di- 
vision, in the Sylvania cellophane 
sales department, after four years 
in the U. S. Coast Guard. 
the division since 1936, when he 


joined the New York office, Mr. | 


Winkler transferred to Chicago in 
1939 to take charge of the casings 
order department. 
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THE SPORTING GOODS 


DEALER 


2018 WASHINGTON AVE., ST. LOUIS 3, MO. 
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Fairs Should Step 
Up Advertising, 
Association Says 


SACRAMENTO — Fairs should 
spend more money on advertising 
and publicity—up to 20% of the 
|“outside gate’—Western Fairs As- 
sociation emphasizes in a new 
'“College of Fairs’ manual. 

The association recommends a 
minimum of 15 to 20%, according 
to R. L. Driscoll, advertising and 
publicity director of the Los An- 
geles County Fair at Pomona, Cal. 
The present average is 13% of the 
gate. 

“Whether you agree on this 
figure, on which there is some 
variation of opinion, there seems 


Association, 88% of publishers | Hamilton, O. A subsidiary, Klip- 
and editors contacted said fairs|fel Mfg. Company, formerly lo- 
should buy more advertising. Only | cated in Chicago, has been moved 
3% said no, and 9% were unde- | t© panacea cag Fe 
cided, according to Dick Wash- | ™&uc regu ating va'ves and =con- 
burne, public relations director of omy centrifugal pumps are now 


2 digo being manufactured. 
the Western Fairs Association. 


Only 45% knew that California 
fairs are chiefly supported through Schedule Hobby Shows 
The International Hobby Crafts 


a 4% levy on pari-mutuel wager- L 
ing, although 69% favor horse | and Science Show, sponsored by 
racing and betting. Campbell - Fairbanks Exposition, 
The Western Fairs Association gy te Ba Pree 
is a non-profit corporation of 80| Noy, 1-6. This show will precede 
fairs. Louis S. Merrill, general) a similar exposition—the National 
manager, contends that fairs have | Hobby Crafts and Science Show— 
| been unable to build properly be-|to be held in New York Nov. 
cause of war-induced shortages, | 23-30. 
high prices and federal prohibi- 


tions. California fairs are gen- | Eco Names Bronner 
jerally among the poorer housed| pit, Bronner has been named 


of the nation, he says, but with | vice-president and general man- 
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American’ Study 


Shows 1 Out of 3 
Prefers Ball Pen 


New YorK—One out of three 
people prefer ball point pens to 
fountain pens. 

This statistic is reported by 
American Magazine, following its 
survey of 2,821 readers last March. 
The study shows that 44% of those 
questioned have used ball point 
pens. 

About 19 out of 20 of the maga- 
zine’s readers own a fountain pen, 
|the survey indicates, and 84% of 


\to be very little doubt as to the’ removal of building restrictions in | ager of Ekco Products Company | the pen owners are satisfied with 


| very important need of educating 
|members of the association to 
| spend more for publicity and ad- 
|vertising than they are now do- 
ling,’ the association observes. 

In a poll of members of the 
California Newspaper Publishers 


|California, “fairconstruction| (Canada), Montreal. 


He is also 
|/should increase.” 


| export manager of the parent com- 

Se |pany in Chicago and will main- 

: | tain his headquarters there, while 

Baer Agency Appointed directing the manufacture and 

| S. C. Baer Company, Cincinnati,| sales in Canada of the Ekco line 

has been appointed advertising| of pressure cookers, cutlery and 
| counsel for Economy Pumps, Inc.,| other Ekco products. 


In St. Louis, both Mary Smith and Mrs. Lotta Dough are “Carriage Trade” 


these 


ST. LOUIS... 


States . 


days—But Only Outdoor 


eighth largest city in the United 


. » home of over a million people who 


spend over a half billion dollars annually. Cen- 


ter of industry 


and manufacture... center of a 


rich agricultural area... center of commerce on 


the Mississippi . 


. . St. Louis draws the enor- 


mous buying power of the surrounding farming 
regions and that of industrial East St. Louis 
across the river. 


Yesterday America’s wealth was concentrated in the 


hands of a few. Today the picture has changed, the 
wealth is spread out... shared by 90% of our popula- 
tion. Today the Mary Smiths and the Sally Joneses, as 
well as the Lotta Doughs make up the carriage trade. 
To reach this new wealth, to reach all the income 
classes of people, use Outdoor Advertising. In St. Louis, 
as elsewhere in the United States, Outdoor Advertising 
blankets the complete market. It reaches the stock 


“‘ ~ 
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Advertising reaches them both! 


broker as well as the librarian—the elevator operator as 
well as the manufacturer. From the wealthy residential 
sections near Forest Park to the river-front, Outdoor 
Advertising tells your selling message to all. 

Yes, Outdoor Advertising sells them all because it 
reaches them all. Use it for your sales-story! No other 


advertising medium gives you such extensive coverage 
at so little cost! 


|the brand they use. 
satisfied ones, a third complain 
about leaks; 14% say the ink 
doesn’t flow right; 12% say the 
| pen doesn’t write smoothly, etc. 

| Parker, Sheaffer and Eversharp 
pens are ‘“most-owned” by the 
|magazine’s readers, Parker lead- 
‘ing Sheaffer among _ individual 
\fountain pens, Sheaffer leading 
_Eversharp among matched pen- 
|and-pencil sets and Sheaffer lead- 
ing Parker in desk-type fountain 
| pen ownership. 


15% Own Ball Pens 


As to what brand they will buy, 
| American Magazine does not give 
specific brand names, but says 
|“three leading brands” of conven- 
tional pens are preferred by 72% 
|of those questioned, and three 
leading ball pens are preferred by 
145%. This, of course, takes no 
/account of what effect advertising 
| or counter sales talk will have. 

About 15% replied that they own 
|/bali point pens. More than half 
of these are Reynolds models, a 
quarter are Eversharps, 5% are 
Sheaffers, 3% each are Blythe, 
Universal and Eberhard Faber, 
and 13% are other makes. City 
size breakdowns: indicate usage of 
ball pens is fairly uniform among 
readers, regardless of size of com- 
munity. 

The respondents indicated that 
/when they buy pens for gifts they 
| will spend an average of $12 for 
conventional pens, $6.70 for ball 
| point types and $21 for pen-and- 
| pencil sets. 


Reports on Pencils, Ink 


Slightly less than half reported 
|they regularly use mechanical 
| pencils, men leading women users 

by a two-to-one margin. Ever- 
sharp, with 38%, was used most 
(often, Sheaffer was second with 
|26% and Parker third with 16%. 
|Most said they prefer automatic 
| to plain wooden pencils (39 to 
| 32%), but nearly a third (29%) 
| expressed no preference. 

| Three-fourths of those ques- 
| tioned said they will not buy a 
mechanical pencil for themselves 
and two out of three won’t buy 
one as a gift. Fewer plan to buy 
new fountain pens—only 11% think 
‘they will buy one for themselves 
and 10% will give one away. Of 
the gifts of pens, 38% plan to give 
ball point pens, 32% conventiona! 
pens, 27% pen-and-pencil sets 
‘and 3% desk sets. 

The study also shows that Ever- 
sharp’s mechanical lead refills are 
more frequently purchased thin 
Sheaffer’s, the second most popu- 
lar brand. 

Among inks, 37% buy Sheaffer s 
Scrip, 30% buy Parker Quink, 12 
prefer Carter’s, 8% Waterma’, 
7% unspecified Parker ink, 6 
Parker “51” ink and 5% buy oth 
makes. (Figures total more th: 
100%, because some use more th: 
one brand.) 


Of the dis- 


Names Graham Agency 


Koiled Kords, Inc., New Have 
Conn., has appointed Hugh |! 
Graham & Associates, New Bri 
ain, to handle merchandising, a 
| vertising and publicity. 
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What the vorld 
inlerosts Women 


(Poiteal ovegglhing ... and so almost as 


many women as men are reading TIME! 
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EVERY WEEK one and a half million women 
read TIME! r 


Whoare they? Most are wives or daughters 
of the 1,800,000 TIME-reading men. 

How intensely do they read TIME? Like 
the men, most are cover-to-cover readers. 

Over a period of time, these are the aver- 
age ratios of women readers to men for 
each of TIME’s Departments—based on 


personal interviews among equal numbers 
of men and women: 


Po See eee Pee ee .. 99 Women 


Ps bass scnvssoees - 115 Women 
BUSINESS.........-..+ 68 Women 
CANADA ...-eeeee-e+-s 76 Women 
Ee re eae 121 Women 
od . 96 Women 
FOREIGN NEWS ...... . 81 Women 
INTERNATIONAL ...... . 82 Women 
LATIN AMERICA...... . 75 Women 


MEDICINE...........- 102 Women 
DE MATONES . o cccccecs 107 Women 
MISCELLANY.......+++ 101 Women 
a ere 107 Women 
NATIONAL AFFAIRS..... 86 Women 


ere ee 102 Women 
0 eer ..+ 81 Women 
CE nb svavseecennc .. 85 Women 
> er ree 104 Women 
SCIENCE « cccccocceces . 74 Women 
rere 52 Women 
THAT) ccs ccccaives 118 Women 


TIME’s 1,500,000 feminine readers are in- 
terested in just about everything in TIME! 
In a week they do more planning and dis- 
cussing and managing, in the home and out 
—more buying and consuming and recom- 
mending—than most women do in a month. 

When you can get their interest, you've 


got something. And the best place to get it 
is in TIME, 


Read every week by the men 


oe 


BUSINESS & FINANC) 


SHOW BUSINESS 


NATIONAL AFFAIRS aoa 


TIME 


The Weekly 


Newsmagazine 


i Down the Queen Elisabeth's gangplank 
and on to Manhattan's Pier 90 one day 
last week the British movie industry 
stepped. Waiting on the dock, like a stack 
lican Congressman John Crain Kunkel of plump pillows at the end of a laundry 
(pronounced Koonkul) is a very ordinary chute, stood a half-dozen U.S. movie 
tooking fellow. It is almost impossible to executives. As Cinemogul Joseph Arthur 
imagine Congressman Kunkel wearing Rank saw them, he blinked and turned up 
burnoose, strumming a guitar by moon- his coat collar against the chill May morn- 
light, or joining the Foreign Legion to ing. But then Arthur Rank's face broke 
" into a smile, He strode forward. As the 
expectant executive smiles faded, he 
walked over and wrung the hand of Judge 
Lewis L. Fawcett, the brisk, vigogg 
executive of the World’s Sun re 
Association. Cinemogul_3 8) 


Sweetheart of Dauphin County 


At first glance Pennsylvania's Repub- 


- = 


a bachelor, 6 ft. 1 in., has grey hair, is shy, 
wears quiet clothes, ‘and looks as though 
he enjoys reading railroad timetables. 


But Co sman Kunkel electrifies the shireman and a 
. women. of yey oe school teachg 
has nev- a 


> faced a aan of his 
conetituents in the grip of emo- 
ton, He has faced them before. Last week 
he 


ART 


Why did / start to paint in my old 
age?, well to tell the truth, | had meuritus 
and artheritus so bad | could do but little 
work, but had to keep busy to pass the 
time away, .. . 


To pass the time away, Anna Mary 
Robertson Moses has painted nearly 700 
= in the last seven years. Now, at 

“Grandma” Moses is the best-known 
sett taught (or “primitive”) painter in 
the U.S., and her gay lit 

(mostly of her upstate 2 

the Hoosick \ wes 

9° 


or one of my 


an ~ next week will 
machensive exhibition of her 
her pictures 


Why does TIME interest women so much? 


@ Shown above are a few of the many articles in one recent issue of TIME 
that satisfy an intelligent women’s natural curiosity about the world around 
her... and appeal to her personal interest in how the world affects her home, 
her family and herself! 


and women who are everybody’s Best Customers. 
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Three “hometown” stations with a 
plus of a rich farm market now ~~ 

available as a package network. A 
Just one low rate to reach an area 

equal to 57% of the people, 64% 
of the buying power of the entire 
state of Nebraska. Here's almost 
a Billion Dollar Market you can 
reach ... for less, with the Inland 
Group. Wire or write for imme- KOLN 
diate availabilities. 


A BASIC 
“MUTUAL” 
PACKAGE 


mission by Inland Engi- 
neering Department & 
Bewmecaiat Radie 


THE INLAND BROADCASTING 
General Offices, Saunders- Kennedy 
9G. 
Paul R. Fry, Vice President and 
General Manager 
Omeha 2. Nebraska 


National Representatives 


WEED & COMPANY. 


Keystone Signs 
Jockey Hughes 


New YorK—Latest entry in the 
national disc jockey sweepstakes 
is Rush Hughes, KXOK, St. Louis, 
spinner, who has been signed as 
a sustaining feature on the Key- 
stone Broadcasting System. 

The show—a 30-minute platter 
including chatter, records and a 
guest interview—will make its 
debut on nearly 300 stations early 
this fall. It is being offered for 
national and local sponsorship. 

A veteran in the disc jockeying 
trade, Hughes is currently heard 
over 72 midwestern stations, and 
has maintained a high Hooper 
average in the St. Louis area. 


Extends Sales Program 


Jack & Heintz Precision Indus- 
tries, Cleveland, has engaged the 
sales and service organization of 
Ahlberg Bearing Company, Chi- 
cago, to represent the Jack & 
Heintz ball bearing division. 
Under the terms of the agreement, 
J&H will retain direct sales con- 
tact with its major established ac- 
counts, but will be represented by 
Ahlberg in securing additional 
customers here and abroad. 


Plan Caitle Show Drive 


The New York State Dairy and 
Beef Cattle Show, which will be 
held in Syracuse in September, 
will be promoted in 142 news- 
papers, seven magazines, over 
nine radio stations, and outdoor 
advertising. Fellows - Bogardus 
Advertising, Syracuse, is the 
agency. 
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is provided in two sizes—for store windows and for interior display. 

| 
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‘Sport’ Sees Its 
( F " New York — Print order, first 
onstrated last week that three | in the first year of existence. With 
lation gain between 1940 and July, | its staff believes the publication 
2, reported that the gains in net| In comparing its growth to that 
pared with a gain of 3,712,000 for | last week: “Our figures reveal that 


California Lead 
alltornia Leads First Full Year 
|issue, September, 1946: 300,000. 
WASHINGTON— A new Census| Macfadden Publications’ Sport 
western states—California, Oregon |an average circulation of 408,000 
1946. has set a new record in the maga- 
population of these three states|of Life, William J. Reilly, promo- 
the remainder of the country. in its first complete }12-month 


REFRESHER—P. Ballantine & Sons’ summer display, lithographed in full color, 
s os 
Population Gain, as Big Success 
| Print order, September, 1947: 
550,000 
Bureau population estimate dem-| magazine is proud of its progress 
and Washington—had a 34% popu- | during the first six months of °47, 
The publication, Series P-25 No. | zine field. 
had been 3,281,000 civilians, com-| tion manager of Sport, declared 
The largest gain for an individ- period, Life averaged 451,000 on 


WANTED: 
SALESMEN EXPERIENCED IN 
WINDOW DISPLAYS 


The EINSON-FREEMAN COMPANY has an opening in 
their Chicago Office for one or two experienced men who 
know, or are now engaged in the window display field 
in Chicago. They should be able to show earnings of ten 
thousand dollars a year or more. They should be crea- 
tive, well liked, and important to the accounts they are 
now serving. To men of these qualifications we offer a 
career of pleasant associations and higher earnings. 
Write complete information in your first letter. All cor- 


respondence will be strictly confidential. 


EINSON-FREEMAN CO., Ine. 


166 EAST SUPERIOR ST. CHICAGO, ILL. 


ual state was about 2,485,000 for 
California, according to the docu- 
| ment, which estimates population 
nationally, regionally and by states 
'as of July 1, 1946, and provides 
| comparative figures for the same 
/areas from the 1940 population 
| census, 


Michigan Figure High 


Other states with large increases 
| include Michigan, with a gain of 
797,000; Ohio, with 594,000; Wash- 
| oe with 435,000; Texas, with 
419,000; Oregon, with 361,000, and 
| Florida, with 358,000. 
| In 27 states the changes between 
| April 1, 1940, and July 1, 1946, 
were relatively small, the 1946 
civilian population differing 5% 
or less from the 1940 state popu- 
lation. In five states there were 
large relative losses, ranging up 
to 16.3% for North Dakota. 

The report lists 29 states that 
had a net civilian out-migration 
of more than 4,500,000 persons, and 
19 states and the District of Co- 
lumbia with in-migration of more 
than 5,300,000. 

The United States had 9,160,- 
000 more births than deaths in 
the period. 


Butler Ir. Joins 
General Foods Corp. 


Ralph B. Butler Jr., formerly 
head of production at Henry Sou- 
vaine, Inc., independent radio pro- 
gram producer, has joined Gen- 
eral Foods Corporation, New 
York, as sales and advertising as- 
sistant in the Maxwell House di- 
vision. Before joining Souvaine, 
Mr. Butler was head of daytime 
radio at Young & Rubicam, where 
his nine years’ experience also in- 
cluded media, research, and mer- 
chandising assignments. 

Mr. Butler’s father, Ralph Starr 
Butler, is General Foods vice- 
president in charge of corporate 
relations and research. 


Drops Universal General 


J. L. Purnies & Associates, Mt. 
Vernon, N. Y., has resigned the 


account of Universal General Cor- 
poration, New York. 


the newsstands. Sport, selling at 
two and one-half times the cover 
price, will average in its first com- 
plete six-month period 383,000 on 
the newsstands alone. 

“We started in September, when 
most advertisers were in the clos- 
‘ing months of their budget year. 
' Also, when the time came to so- 
licit business for 1947 we were in 
| our formative stages. That pretty 
|well locked out the winter and 
'spring issues. 


| Linage Going Up 


| “Now, however, we are averag- 
|ing over 20 pages an issue of ad- 
| vertising, and it’s our firm belief 
\that we will get between 30 and 
| 40 pages for the spring months of 


The magazine made its debut on 
ithe newsstands with a minimum 
‘of fanfare. After its sixth issue 
‘had been distributed, it enlarged 
its sales staff and revised its re- 
search and promotion operation. 
|Current estimates, said Mr. Reilly, 
indicate that “at present rates, we 
should do about $1,500,000 worth 
|of advertising business next year, 
or about 500 pages.” 

Sport is convinced that its rec- 
ord is a result of an attempt to 
cover the sports world in terms of 
its personalities, rather than its 
“how to do it” or statistical as- 
pects. 


Michalove Joins Sills 

Gertrude Michalove, in recent 
years engaged in public relations 
in San Francisco, Hollywood and 
Washington, D. C., has joined 
Theodore R. Sills & Co., Chicago 
and New York public relations 
counsel, as director of wome.’s 
activities. During the war she was 
Pacific Coast women’s editor for 
OWI in San Francisco, and also 
served as national recruitment and 
public relations representative of 
the U. S. Cadet Nurse Corps 11 
Hollywood. 


Stern Joins Schram 


Robert B. Stern, formerly w 
Harry J. Lazarus & Co., has joi! 
the Schram Company, Chic 
agency, as an account executive 
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Boston Conference 
on Distribution 
Set for Oct. 20 


Boston—The 19th annual Bos- 
ton Conference on Distribution 
will convene here Oct. 20-21 to 
discuss “Improving Productivity 
in Distribution” and “World As- 
pects of Distribution.” 

Norman Armour, Assistant Sec- 
retary of State, speaking on 
“America’s Stake in Europe,” will 
head up a list of business, gov- 
ernment and educational leaders 
including Ken R. Dyke, vice- 
president of National Broadcast- 
ing Company, on “Selling Democ- 
racy to the Japanese”; Malcolm P. 
professor of marketing, 
Harvard Business School; Paul 
Barkmeier, controller,- Marshall 
Field & Co., and James D. Wise, 
president, Bigelow Sanford Car- 
pet Company. 

Also Marvin Bower, partner, 
McKinsey & Co., on “Throwing 
the Sales Program Into High 
Gear”; George Fry, George Fry & 
Associates, on “Establishing Sales 
Control for Management”; Jack I. 
Straus, president, R. H. Macy & 
Co., on “The Retailers’ Public Re- 
sponsibility”; Leo Cherne, execu- 
tive secretary, Research Institute 
of America, on “Keys to World 
Confusion”; J. J. Nance, president, 
Hotpoint, Inc., and Rilea Doe, 
vice-president, Safeway Stores, on 
“The Mutual Interests of Food 
Retailers.” 


List Other Speakers 


Other speakers scheduled in- 
clude Clair Wilcox, director of the 
Office of International Trade Pol- 
icy, State Department, on “The 
Geneva Draft of a Charter for 
World Trade’; Adolph Ullman, 
president, Northeastern Distribu- | 
tors, on “Improving Productivity | 
in Distribution” (panel discus- 
sion); Dr. James B. Conant, presi- 
dent, Harvard University, and 
Alger Hiss, president, Carnegie | 
Foundation for International | 
Peace, on “Some Aspects of For- | 
eign Affairs and Business.” 

Also S. S. Slichter, Lamont pro- 
fessor of economics, Harvard Uni- | 
versity, on “Trends in Labor Re- | 
lations Affecting Distribution”; | 
and Clive Planta, manager of 
Fisheries Council of Canada, and 
Charles E. Jackson, general man- 
ager, National Fisheries Institute, 
on “Fisheries in the Economy of 


1000 PHOTOS SELECTED 
FROM OVER 500,000 IN FILE 


Many an adman has waited a long time 
ut at last it’s here... beautifully 
lone by Gelatin-Gravure . .. covering 
multitude of classifications. Of course 
ipply is limited . . . so send us a 
(that’s to eliminate curiosity- 
Ss) or your order... or the 
i... no red tape... it’s yours 
buck! And it'll be mailed to 
you right after September Ist, 

1947. 


KAUFMANN & FABRY COMPANY 
425 SOUTH WABASH AVENUE 
CHICAGO 5, ILLINOIS 


Ka\(mann & Fabry Co. 1 
42° So. Wabash Ave., Chicago 5, Illinois 1 
I 


North America.” 

The conference is sponsored by 
the Retail Trade Board of the 
Boston Chamber of Commerce in 
cooperation with Harvard Uni- 
versity Graduate School of Busi- 
ness Administration, Boston Uni- 
versity College of Business 
Administration, Massachusetts In- 
stitute of Technology, and others. 
Daniel Bloomfield is director. 


WJBK Co. Changes Name 


Station WJBK, Detroit, newly 
acquired station of Fort Industries 
Company, has received FCC au- 
thorization to change the name of 
the station’s operating company 
from James F. Hopkins, Inc., to 
Detroit Broadcasting Company. 
Application has been filed with the 
commission for a power boost to 
10,000 watts. 


Plans Watch Campaign 


Henry Birks & Son Ltd., Mon- 
treal, plans a fall campaign in na- 
tional magazines for Challenger 
wrist watches. The Toronto office 
of Walsh Advertising Company is 
the agency. 


General Mills’ 


Suggestion System 
Awards Hit 2,756 


MINNEAPOLIS — An employes’ 
suggestion system, put in effect 
a year ago by General Mills, has 
brought awards totaling $36,570 to 


the. company’s efficiency and 
safety-minded workers. 

Of 17,798 suggestions  sub- 
mitted, 2,756 or 15.5% were 


award winners. Three employes 
received more than 20 awards 
each. In one department, nearly 
half the employes were award 
winners. 

Helpful hints on General Mills’ 
advertising totaled 926, of which 
only 49 or 5.3% merited cash 
awards. Suggestions on office man- 
agement totaled 1,819, of which 
347 or nearly a fifth were ac- 
cepted. Ten per cent of sales 
function suggestions were award 
winners, or 68 out of 683 sub- 
mitted. Ideas on research were 
submitted by 332, of which only 


| 23 were accepted. 


Of 13 functions bringing forth 
suggestions, the fewest ideas ac- 
cepted were on research, advertis- 
ing and sales. Greatest number 
accepted were those on safety, 
which resulted in 21.9% ac- 
ceptances. 


Sets Color Promotion 


A new fashion red, called Fez, 
will be launched this fall by Bruck 
Silk Mills Ltd., Montreal, as part 
of a new campaign in national 
magazines and rotogravure sec- 
tions of weekend papers. Tying in 
with the Fez campaign will be the 
introduction of a Fez lipstick color 
by Charles of the Ritz cosmetics. 
Walsh Advertising Company, 
Montreal, will direct the cam- 
paign for Bruck. 


Wilsolite Names Sanders 
Edmund W. Sanders, 


falo. 


43 
Swerl Goes to Canada 


H. J. Heinz Company, Pitts- 
burgh, is planning to introduce 
Swerl, a detergent, in Canada, im- 
porting it in bulk from the United 
States and packaging it there. 
Swerl, produced by the National 
Aniline division of Allied Chem- 
ical & Dye Corporation, New York, 
and marketed regionally in the 
United States before the war, will 
soon be distributed nationally by 
Heinz (AA, Aug. 4). 


Issues New Rate Card 
Newsweek, New York, has issued 

rate card No. 15B which takes 

effect Jan. 5, 1948. The rate 


formerly 
sales manager of the Goodyear | § 
Tire & Rubber Company’s rubber- | 
to-metal products, has been named 
vice-president and sales manager 
of the Wilsolite Corporation, Buf- 


changes affect two and four-color 
| advertisements, with no change in 
black-and-white rates. 


ERN STOCK CUTS 


en sponapey 144-page 
a of top illustra- 
rae to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery Street 
aSan Francisco 5, California 


Rest, relax, refresh in Seattle! It’s 
“spring” right now (Seattle’s average day- 
time summer temperature is 64 degrees). 
Hundreds of beautiful resorts surround 
Puget Sound and the lakes, within a few 
minutes of downtown Seattle. We cordially 
invite you to visit us... first-hand informa- 
tion on this rich new market can pay you 


well. Yes — you can keep cool in this great 


i my Buck () . . . () Order for your 
e St stock Photo Book." 


| 
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city — where the sales “climate” 


is hot. 
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SEATTLE TIMES 


FIRST in Circulation - FIRST in Results in Seatile 


Represented by O’MARA G ORMSBEE, 


New York + Chicago « Detroit - 


Los Angeles - 


Inc 
San Francisco 
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Nurse Enrolment 
Gains in N. Y.; 


Advertising Cited 


New YorK—New York hospitals 
are crediting much of the upward 
trend in enrolment of nurses for 
classes beginning in September to 
nurse recruitment advertising. 

According to a report made to 
Murray Sargent, president of the 
Greater New York Hospital As- 
sociation, by a special Hospital 
Association committee on patient 
eare, 12 schools for registered 
nurses indicate that enrolment 
prospects are better this year than 
last, 10 find the situation equal 
to last year, and only two find 
that enrolment is poorer than last 
year. 

Four schools for practical nurs- 
ing find that enrolment for the 
fall of 1947 is better than last 
year, one indicates that conditions 


,are equal, and none of the five, 
‘schools for practical nurses has | 
|found prospects for 
|poorer than last year. 


Praises Ad Drive 


E. Reid Caddy, director of St. 
John’s Hospital, Brooklyn, and 
chairman of the special commit- 
tee, declared that the increase in 
applications for nursing training 
|ecan be attributed largely to the 
national campaign to stimulate 
nurse recruitment, sponsored 
jointly by the American Hospital 
Association and the Advertising 
Council. 

The report added that “special 
tribute must be paid to both na- 
tional and local advertisers for 
their active role in publicizing the 
many opportunities available to 
girls in the nursing field.” The 
rreater New York Hospital Asso- 
ciation will collaborate with the 
Advertising Council in developing 


a local campaign during the com- 


ing year. 
The committee emphasized that 


enrolment |the heavy demand for registered 


nurses will continue for at least 
the next five years. Even the in- 
creased enrolment is not expected 
to fully supply the need. 


To Air Football Games 


The Wadhams division of the 
Socony Vacuum Oil Company, 
Milwaukee, has signed a contract 
for the sponsorship of the Green 
Bay Packers and University of 
Wisconsin football games on 
WTMJ, Milwaukee, for the 19th 
consecutive year. A _ total of 
24 direct-from-the-field broadcasts 
will be carried. 


Curtiss Appoints Welsh 
Leonard Welsh, formerly gen- 
eral manager of the Fort Wayne 
Printing Company, Fort Wayne, 
Ind., has been appointed produc- 
tion manager of Spencer W. Cur- 
tiss, Inc., Indianapolis agency. 


‘Grey Issues ‘Annual 


Survey of Xmas Ideas’ 


The retail division of Grey Ad- 
vertising Agency discusses plan- 
ning for Christmas under current 
merchandise conditions in the new 
edition of its “Annual Survey of 
Christmas Ideas.” The 1947 sur- 
vey, available at $15 from the 
agency’s headquarters, 166 W. 
32nd St., New York 1, is a 250- 
page illustrated book, specially 
prepared for use by department 
stores. 

Based on a study of the suc- 
cessful ideas and methods used by 
leading stores, the survey contains 
more than 1,000 suggestions for 
setting up an entire Christmas 
campaign, from the first planning 
meeting to the final wind-up after 
Christmas. 


Brooks Joins Advisors 

Art Brooks, formerly copy- 
writer of Detrex Corporation, has 
joined Advisors, Inc., Detroit, as 
account executive. 
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IS SMART BUSINESS 


MAKERS OF GOOD PAPER 
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PHOTO COURTESY DELTA AIR LINES 


. 


in selling air travel 


to the public. 


makes a favorable 


prospects. 


why more 
and more 


leading agencies, 


impression on their 


, ® Smartly dressed flight crews 
and attendants in airlines 


are an important factor 


Successful salesmen in a// lines 


know that smart dressing 


'S) In the line of printed salesmanship 
the same principle applies— 
outward appearance 
is tremendously important. 
That’s why smart advertisers 
put attractive covers on their 


catalogues and booklets — 


printers and advertisers 
specify BUCKEYE 
and BECKETT. 


. 
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Mobile Kitchen 
Offers Aid to 
L. A. Shoppers 


Los ANGELES—Shoppers visiting 
the supermarkets here are meet- 
ing something new in helpfulness, 
It is a “Hospitality Kitchen,” 
custom built for the Prudence 
Penny home economics depart- 
ment of the Los Angeles Examiner, 
to serve as a_ point-of-purchase 
type of cooperation with national 
advertisers of food and grocery 
products. 
Appearing every Friday at a 
different market, “Hospitality Kit- 
chen” is staffed by a department 
hostess ready to answer meal- 
making questions and household 
problems. She presents visitors 
with an attractive menu, designed 
much along the pattern of an ex- 
clusive restaurant menu, but con- 
taining brand names of Examiner- 
advertised products in both the 
menu suggestions and accompany- 
ing recipes. Scores of combina- 
tions of breakfast, luncheon and 
dinner menus are given. 
Equipped with a chilling unit 
and an electric heating unit, “Hos- 
pitality Kitchen” is able to show 
the dinner of the day as it might 
appear on the table that evening, 
complete from soup to dessert. 


Outgrowth of War Service 


The “kitchen” can be broken 
down to fit a compact trailer unit 
in which it is transported to its 
destination for programmed ap- 
pearances lasting from 11 a.m. to 
4 p.m., peak shopping hours when 
weekend food purchases are being 
made. 

“Hospitality Kitchen” is an out- 
growth of “Hospitality House,” 
conceived during the war years 
to assist homemakers in solving 
their rationing problems and to 
help them prepare balanced meals i, 
when some items were difficult to AS 
buy. During the “run” of the iN . 
original red-white-and-blue “Hos- @) 
pitality House,” it was visited by y. Sx ap 
some 300,000 women. Its suc- Ox 
cessor gives promise of far sur- y) Y rf 
passing that figure in much less 
time. 

In addition to providing shop- ROR: 
pers with point-of-purchase meal or Op 
suggestions, recipes and menus, ef 
“Hospitality Kitchen” is a dis- AUN, 
tributing center for hundreds of 410 V4 
pieces of literature weekly from ! 
food and grocery manufacturers. 4 af ne 


Other Hearst newspapers are 9 < x0 
planning construction of similar Oy ty 
“kitchens.” aes 

a Done 
Appoints W. H. Long ag , 
Valley Forge Farms, Lansdale, Yay iy 


Pa., has appointed W. H. Long May) 
Company, York, Pa., to handle na- {6,3 
tional advertising for Tendersealed Vy 
smoked turkey. A fall campaign, SING 
aimed at holiday gift sales, will Uh ) 
include Business Week, Dun’s Re- [§ ¥ ne 
view, Esquire, Fortune, Gourmet, AAV 
Holiday, New York Times Maga- 
zine and The New Yorker. Direct 


te 
~, 
: 

~ 


mail, concentrated in eastern ts (2 
states, also will be used. WSL 4 
po ein Ces {022 
Sobotka Goes on Own A 
Jon Sobotka, formerly public AS fé 
relations account executive at Vie 
Newell - Emmett Company, New yey ‘ 
York, has opened his own public Le 
relations firm at 1 E. 60th St., New J ty) 


York. 


all information at 
fingertips. 
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More printers, lithographers, typographers, engravers, electro- 
typers, and others engaged in the graphic arts phase of advertis- 
ing, use space in Advertising Age than in any other general 
advertising publication. And they use a lot more space—twice as 
many lines in 1946 as they used in the second publication. 


Their preference for Advertising Age rests on sound founda- 
tions. Since 1930 Advertising Age has been rendering a service 
unique in the advertising field. Its editorial strength has been 
built upon the need for business information regarding advertising 
and marketing, and its ability to deliver this news promptly, ac- 
curately, and completely. 


News about what is going on in the marketing world is of vital 


tl i 


_—* 
Pore 


“a * — 


Cardy-Lundmark Co. 


Einson-Freeman, Inc. 
*Faithorn Corporation 
Forbes Lithograph Company 
*Green Duck Metal Stamping Precision Electrotype Co. 
Company 


importance to top management men. News about merchandising 
developments is an essential part of the working knowledge of 
account executives. News about sales plans that have met with 
success sparks sales managers throughout the country. A con- 
stant stream of news about advertising keeps alert advertising 
managers on their toes constantly. 


All these executives need news about the new things and need 
to be reminded about the established services furnished by graphic 
arts suppliers. Because of all this it is not surprising that so many 
of them use the pages of Advertising Age, and use them so gen- 
erously, to increase their sales. They have helped make Adver- 
tising Age “The World’s Number One Promotion Medium for 
Advertising Media and Services.” 


GRAPHIC ARTS ADVERTISERS IN ADVERTISING AGE, 1946 


Advertising Typographers Haynes Lithograph Co., Inc. “Progressive Matrix Co. 
Assn. of America Intaglio Service Corp. *Quinn B. Pritchard 
*Allart Corp. *Laurence, Inc. _ferid Electrotype Co. 
American Type Founders *Jahn & Ollier Engraving Co. es ag ae . rag Ltd. 
Artype, Inc. McCandlish Lithograph Co. “Red. ee Li id 
*Hee Mann odgers McDona 


“Rogers Engraving Co. 


Chart Facts *Matrix Co. *Runkle-Thompson & Kovats, 
Collins, Miller & Hutchings Meyercord Co., The Inc. 

*Colorgraph Process *Frank Miller Laboratories Stecher-Traung Litho. Corp. 
*Continental Lithograph Corp. Monsen—Chicago Stern Co., Edw. E 


Tooker Lithograph Co., Inc. 
“Veritone Co., The 
*Wallace-Miller Co. 


*Pacific Press, Inc. 
*Partridge & Anderson Co. 
*Poster Stamp Press 
*Exclusive in 


Printing Products Corp. Advertising Age. 


Ndvertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


100 E. OHIO ST., CHICAGO 11 
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ties, John Farmer is nation- 
ally publicized and nation- 
ally known! John is a mem- 
ber of KMBC's news depart- 
ment with both A. P. and 
U.P. wire services 
your advertising to a‘'Star."’ 
Phone Free & Peters, Inc. 


Shell Bids for Oil Lead 


with ‘Management Service 


Idlewild School Trains 
Salesmen to Improve 
Marketing Practices 


New York—“The aim of sound 
marketing practice is not to run 
the dealer’s business for him, but 
to get him to run his own busi- 
ness,” said P. E. Lakin, vice-presi- 
dent in charge of marketing for 
Shell Oil Company, a year ago. As 
a result, Shell has set up a sales 
training program calculated to 
provide a management service for 
its dealers. 

In its school at Idlewild County 
Estate near Katonah, N. Y., sales- 
men, district managers, sales man- 
agers and department heads from 
all over Shell’s territory east of 
the Rockies come for one express 
purpose: to better equip them- 
selves to serve Shell service sta- 
tion dealers. 

The “Basic Marketing Course” 
given at Idlewild, under the gen- 
eral supervision of Mr. Lakin, is 
not an easy one. For three weeks, 
the “‘students” rise at 6:30, rush for 
showers, shaves and breakfast, and 
squeeze in a bit of study for their 
classes, which begin at 8:30. 

The recreation for which Idle- 
wild is noted (skiing, horseback 
riding, skating, bowling, tennis, 
swimming, golf and fishing) is 
soon forgotten, in the rush to 
achieve the objective of becom- 
ing business consultants to Shell 
dealers. 


Dealers Are a Proud Breed 


Service station operators are a 
proud breed; they are jealous of 
their status as independent mer- 
chants, and are quick to challenge 
the “company man” who would 
tell them, in so many words, how 
they ought to run their businesses. 

Recognizing this, Shell aims at 
helping its dealers improve opera- 
tions rather than “telling” them. 
Like other petroleum marketers, 
the company is in an unique posi- 
tion: probably no other industry’s 
dealers are as closely identified 
with one line of products as the 
service station man. He flies his 
oil company’s “flag,” and sells its 
petroleum products. exclusively, 


Like ali KMBC personali- 


= KMBC 
OF KANSAS CITY 
SINCE 1928 BASIC CBS 
STATION for MISSOURI and KANSAS 


with a few.minor exceptions. 

As a result, the American motor- 
ist has come to identify the dealer 
with the oil company, and assumes 
that poor service, unclean rest 
rooms and the like, are the respon- 
sibilities of the company. This, of 
course, has put the companies in 
an uncomfortable position, since 
they cannot dictate policies to their 
dealers. \ 


Idlewild Is ‘White Hope’ 


Shell’s solution, Mr. Lakin said, 
would be to show the dealer how 
to provide for his own business fu- 
ture and to plan ahead for the 
time when the buyer’s market re- 
turned. The company is looking to 
Idlewild to provide the trained 
men to do the job. 

The concept of management 


service is the logical result of a 
revolution in petroleum marketing 
which began 35 years ago. It start- 
ed with the shift of the gasoline 
pumps from the curbstone on the 
street to the driveway inside the 
service station property, changing 
the filling station, which sold only 
gas and oil, to a store, whose oper- 
ations have become increasingly 
complex with the passing of the 
years. 

Today, with decreasing profits 
per gallon of gas, it is almost im- 
possible for a service station owner 
to stay in business selling gas and 
oil alone. The number of sta- 
tions rose from 1929 (121,513) to 
1939 (241,858) but the average 
sales per station dropped from 
$14,710 a year to $11,670 in the 
same period. 

During this same period, anti- 
chain store legislation forced the 
oil companies to lease the retail 
outlets which they had previously 
operated, under what is known as 
the Iowa Plan. Station lessees 
thus became independent mer- 
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chants, at a time when annual sales |job. The company had a fairly 
per station were dropping. extensive series of training pro- 
grams before the war. It has since 

Expanded Services shifted its emphasis, expanded its 

In an effort to stay in business, — training program markedly, 
dealers added new lubrication and | and employed a number of new 
car washing services, which car-| ‘raining aids whose usefulness was 


ried a larger margin of profit than | proven during the war. 


gasoline. The trend has continued, | 
almost inexorably, with the addi- | 
tion of tires, batteries, accessories, 

minor mechanical repairs, and in 
a few instances, appliances, refrig- 
erators and washing machines. 

As a result, service station oper- 
ators must know everything about 
merchandising that any other mer- 
chant must know, and more. 
Salemanship; display; promotion 
techniques; information on motor 
fuels, oil, batteries and tires; en- 
gines and their operation, and lu- 
brication requirements for the 
multitude of cars and trucks now 
on the highways—all these are ne- 
cessities for the dealer. 


It’s a big order, but Shell feels 


Course Covers Entire Industry 


The “Basic Marketing Course” 
at Idlewild is designed to cover 
every conceivable phase of the pe- 
troleum industry, and is given to 
all salaried members of Shell’s 
sales department. Although for- 
merly given at a number of key 
points throughout the country, it 
is now set up as a permanent 
school under the direct supervi- 
sion of John Hopkins, special as- 
sistant to Mr. Lakin, who is in 
charge of Shell schools. 

The three-week limit has been 
set out of consideration for the 
family life of Shell’s salaried sales 
personnel. Each class’ includes 


that sales training is one of the| about 50 men-from various 


most effective ways of doing the | parts of the country. 
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ynly company program which is | Before the three weeks are over, | it’s getting results here, too. 


set up on a school basis, with 
slasses, schedules, and a manual 
almost four inches thick. " 

The instructors in the school are 
nen like Dr. G. P. Koch, who has 
trained more Shell men than any- 
ye ought to be expected to re- 
member, but can still call them all 
py name. Doc Koch has an uncom- 
fortable way of jabbing his finger 
as he asks a question, and he ex- 
pects the right answer. 

“A walking textbook on the 
chemistry of petroleum, he com- 
bines the dignity of the profes- 
sorial robes he doesn’t wear with 
the showmanship of the circus. 
From 8:30 to 5:30 every day, he 
talks technical information, in us- 
able language. Every hour, the 
“students” stand up with Doc to 
do calisthenics, and then grab a 
quick smoke. 

After 5:30, there are tennis 
courts, a swimming pool, and all 
of the other opportunities for rec- 
reation which oil men like so well, 
but not many of them indulge in. 


the trainees have mastered Doc’s 
seven-pound textbook, “Oil From 
the Ground Up,” and they soon 
find they can’t do it in a swimming 
pool or bistro. 

The “graduates” are expected, 
also, to know the fundamentals of 
the oil business, the history and 
structure of Shell, the search for 
petroleum and the manufacture of 
its products, the applications of 
the products and the techniques of 
selling them. Specialists in every 
phase of the industry—sales, oper- 
ations, aviation, purchasing, eco- 
nomics, gasoline, and service sta- 
tion management — have given 
them the best training Shell could 
buy. 


Independents Do 90% 


And for what purpose? To train 
good business men. As Mr. Lakin 
says: “It’s a poor business man 
who doesn’t know his own busi- 
ness.” Idlewild is only the start, 
however. Shell wants the knowl- 
edge used to aid its dealers, and 


| 
| 


Today, almost 90% of the total 
business done through service sta- 
tions comes from independent op- 
erators who either lease the prop- 
erty and equipment from the com- 
pany or own it outright. Getting 
the information to the dealer 
therefore requires a selling job, 
rather than merely holding in- 
doctrination meetings. 

The early training programs 
of the various oil companies, 
used before the war, were some- 
what limited in their effectiveness 
because the concept of training 
was still at the “book-larnin’ ” 
stage. Lectures were quickly for- 
gotten, dealer sales meetings 
sometimes suffered from too much 
party spirit, dealer product man- 
uals looked like textbooks, and, 
like textbooks, met a similar fate. 
Prophets foresaw only limited ef- 
fectiveness for sales training, at 
best, and often sneered because 
money was being “wasted.” 

The situation has changed. Sales 


|training programs have come of 


|age. Part of the renaissance, at 
least, is directly attributable to 
the armed forces during the war 
|years. They proved that stream- 
lined methods could accomplish 
training quickly and effectively. 
It could also be interesting, which 
was somewhat of a novel depar- 
ture for “schooling.” 


A Few Changes 


The armed services also pro- 
vided a new terminology: “teach- 
ing” became “training,” and ac- 
quired a degree of respectability; 
“teachers” became “instructors,” 
and lost a good bit of the former 
stigma; “books” became “manu- 
als”; “concepts” and “principles” 
emerged as “know-how”; “lec- 
tures” became “talks” or “discus- 
sions” or “meetings.” 

The oil companies, including 
Shell, added a few twists of their 
own. “Work clothes” turned into 
“uniforms,” and filling stations 
were known more properly as 
“service stations” or “service 
stores,” which better fitted their 
newer functions. “Filling station 


and 


into 


The reason is screening: 


Better Homes & Gardens’ editorial content—100%serv- 


NLY the gold counts — and 
panning separates it: 


Only the customers count — 


Gardens separates the better homes for you: 


if your product goes 
homes, Better Homes & 


into everything from safety pins to roofing, mill- 
work to ham, hardware to gingerbread mix, refrig- 
erators to sofa cushions, cars to curtain rods. 


They spend more on their homes and everything 
that goes into them than even their neighbors in 
the same block. 


They read BH&G only because their big interest is 
home. We take them no fiction, no side lines, no 


ice articles on homemaking — screens out everybody 


who isn’t interested in better living in a better home. 


That screens in over 3,000,000 husbands and wives 
whose great interest in life is their home: 


They're eager for any idea, any product that will 


distractions from the happy business of living well. 
Just know-how, news and ideas. 


Can you think of any other magazine that separates 


out for you over 3,000,000 husbands and wives in 


make their home more comfortable, more pleasant, 


easier to work in, easier to keep up. And their 
eagerness is an on-the-spot one — they’re no hazy 


future customers, because they’re in the active busi- 


ness of running a home right now, and they’re 


buying right now. 


Their incomes are high — among the highest for 
all big magazines. They pour billions every year 


typical suburban-type homes who are spending 
generous incomes every year to maintain the highest 
standard of living in the world? 


fresh facts on SERVICE THAT SELLS 


Biggest increase in advertising linage for 
1946 among all big magazines went to 
BH&G — proof that over 3,000,000 home- 
centered families with billions to spend is too 
big a market for any big advertiser to miss. 


Beller Homes « Gardens 


A i ee ee tw ae ele 


Artalites Fist Straiie Migiaeine 


Circulation Over 3,000,000 
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attendants” became “service sales- 
men” and discovered new dignity 
in their work as a result. 

Because of these developments, 
Shell adopted a new training de- 
vice, a three-day dealer confer- 
ence. The primary objective is to 
make the dealer “a good mer- 
chant,” and give him the informa- 
tion Idlewild puts out, when and 
as he needs it. The conferences 
are under the supervision of 
George Switzer and the retail de- 
partment. 

A postwar development, the 
conferences are a considerable ex- 
pansion over previous dealer train- 
ing programs. The material used 
was developed after tabulating re- 
turns from a questionnaire sent 
Shell credit card holders. Twenty 
per cent of those queried respond- 
ed, telling what they expect from 
their local stations in the postwar 
period. In the case of Shell, the 
customers wrote the training pro- 
gram. 

The conferences, which started 
this April, are limited to 15 men, 
to encourage an exchange of opin- 
ion among the dealers. present. 
The usual assortment of complaints 
are met squarely by the retail 
manager or senior merchandising 
instructor in charge of the discus- 
sion, something which was not 
practicable in the large meetings 
held prior to the war. The small 
group idea is “far more satisfac- 
tory than larger sales meetings,” 
Shell feels. 


Stress Pride in Operation 


In the conferences, which last 
eight hours on each of three days, 
the instructors cover selling, drive- 
way service, courtesy, station ap- 
pearance, lubrication services and 
the keeping of records. All tech- 
nical material, product specifica- 


tions, etc., are postponed until such 
time as the dealer is ready for 
them. 

The dealers are taught a variety 
of items, from how to greet the 
customer when he enters the sta- 
tion, to how to set up his book- 
keeping system. The dollar value 
of a clean, neat, attractive station 
is stressed, as is pride in the op- 
eration. 

Most important, in the eyes of 


suade dealers that the war is over, 
and that no operator can long stay 
in business without spending mon- 
ey for additional help, better 
lighting, and a willingness to ac- 
tively solicit new business, di- 


| rectly. 


To help its dealers develop their 
merchandising programs, the com- 
pany has added a number of “‘mer- 
chandising men” to its division 
staffs in addition to its regular 
district salesmen. When a dealer 
requests assistance in improving 
/'merchandising operational meth- 
ods, a merchandising instructor 
|is sent to work with him for a 
period of from one to three weeks. 

With a trained sales force capa- 
ble of offering intelligent advice 
and assistance to its dealers, and 
with dealers trained to appreciate 
the finer points of business man- 
agement, Sheil is making an earn- 
est bid for a goodly share of the 
nation’s petroleum business. ; 


Mr. Lakin, is the necessity to per- _ 


“It's an idea I picked up over 
WFDF Flint, for home decoration.” 
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How ‘An Executive’ 
Was Born: or The 
Triumph of Truth’ 


AA Tracks Missing 
Author to Hideout 
in Baltimore 


Cuicaco—This story is really a 
pleasure to write. For one thing, 
it allows us to give credit where 
credit is due, and has been for 14 
years. For another, it permits us 
to use the word snowball, which 
is a mighty pleasant word to con- 
template right now. 

Here’s what happened: 

In the Aug. 
ADVERTISING AGE, 
enough looking 
“Soliloquy on Joy of Being an 
Executive,” appeared in the Voice 
of the Advertiser department. It 
was signed F. F. Beirne, Redbook 
Magazine, New York. 

When the letter appeared, it 
must have evoked a chuckle here 
and there from a reader. 
inimitable J. C. Higdon—Hig to 
everyone in the house magazine 
field, evidently clipped it. Con- 
siderably dressed up typograph- 
ically and with a new headline: 
“An Executive Has Nothing to 
Do,” it appeared in the February, 
1934, issue of “The Candle,” house 
magazine of Giles Can Company, 
subsidiary of Phoenix Metal Cap 
Company, and the next month it 
ran in “The Phoenix Flame.” 


Snowballing Merrily 


Hig, politely and properly, cred- 
ited the item to “F. F. Beirne 
in ADVERTISING AGE,” and either 
this credit line, or its original ap- 
pearance, or both, quickly re- 
sulted. in numerous requests to 
reprint the piece. 

It wasn’t long before there 
would appear in our mail, various 
versions of this “executive has 
nothing to do” letter, sometimes 
fairly well quoted, sometimes muti- 
lated almost beyond recognition. 
Occasionally, F. F. Beirne or Ap- 
VERTISING AGE or both were credited 
as the source of the item. But as 
time went on, more and more blot- 
ters, pieces “suitable for framing” 
and similar promotion mailings 
began to float in with either no 
credit, or credit to sources hitherto 
unheard of in the AA offices. 

The little piece simply refused 
to die. Finally, more or less in 
self-defense, ADVERTISING AGE re- 
printed the letter, using its new 
headline, in the Oct. 10, 1938 is- 
sue, noting at that time that “even 
five years after its first appear- 
ance, scarcely a week goes by 
when at least one request for the 
text of this letter is not received.” 


‘Author Unknown’ 
As the joys of being an execu- 
tive snowballed 
fancier editions, AA staffers occa- 


an innocent 
letter, headed 


sionally made _ half-hearted at- 
tempts to discover who F. F. 
Beirne was, and how the letter 


got into AA’s columns in the first 
place, but without success. Red- 
book knew no such person, and 
neither, it seemed, did anyone 
else. 

So “An Executive Has Nothing 
to Do” went merrily on its way, 
assuming more and more the 
character of indigenous folk lore, 
until last year, when Hig entered 
the picture again. 

In May of last year, Hig got a 
letter from H. M. Messenger of 
American-La France-Foamite Cor- 
poration in Elmira, N. Y., enclos- 
ng a reprint of “An Executive” 
and asking if Hig knew its origin. 
The reprint, incidentally, 
credited to “ANON 
from the Wedge 
s Kansas City.” 


was 
Borrowed 
Traced as far 


12, 1933 issue of|. 


The | 


into newer and/| 


, Being the kind of guy he is,; 


Mr. Messenger a letter: 

“You asked me,” he wrote, “if 
|anybody knew the origin of ‘An 
|Executive Has Nothing to Do’? 
| Well, perhaps. 
| Hig Speaks Out 


| “In February, 1934, I published 
| this amusing little diatribe in “The 
|Candle,’ crediting F. C. Bierne in 
| ADVERTISING AGE. I know of no 
earlier reproduction. [Even Hig 
|had it somewhat wrong—the AA 
lletter was signed F. F. Beirne, 
| which incidentally is the author’s 
/correct name.] 

“The following month, March 
1934, I reprinted it in the ‘Phoenix 
Flame.’ Then the deluge! Since 
1934 it has been reprinted in hun- 
dreds of house magazines, with 
|many variations in text, and cred- 
ited to dozens of different writers 

. . or not credited to anybody 
with the hope that the reader 
would suspect the current re- 
printer of authorship. 

“I am returning your reprint, 
indicating alterations which have 
been made since it was published 
in ADVERTISING AGE 12 years ago. 
I do not say it hasn’t been im- 
proved by these alterations—I do 
say that if it was good enough to 
reprint at all, it should have been 
good enough to reprint in its 
original form ... with credit to 
the author... 

“I’m sending a copy of this let- 
ter to the editors of ADVERTISING 
noe...” 


Brgerrn Flame’s” Higdon wrote 


Excelsior! 


When Hig’s letter arrived, we 
decided we simply had to trace 
down the writer of the item. So 
back we went to Redbook, and 
finally struck a spark. No one 
named Beirne had ever worked 
for Redbook, but persistent in- 
quiry finally unearthed an F. F. 
Beirne (last known address c/o 
Baltimore Sun) who had once 
contributed to the magazine. 

Off went a letter to the Balti- 
more Sun, and Mr. Beirne. “What 
do you know about a little piece 
beginning: ‘As everybody knows, 
an executive has practically 
nothing to do.. .?’” 

And an answer: 

“The letter, or essay, referred 
to by you was written by me. I 
had forgotten the date of its ap- 
pearance. I was never on the 
staff of Redbook. As I recall, the 
magazine for a short time carried 
a page or two of short features. 
These were edited by a young 
woman who asked me to con- 
tribute and I did so for several 
months. Then she left the maga- 
zine and her successor showed no 
further interest. 
| “For the last seven years I have 
been syndicating similar essays 
|/under the pen name of Christo- 
|pher Billopp. They appear in a 
|number of newspapers including 
the Evening Sun where they be- 
gan some 20 years ago.” 


Justice, At Last! 


At last we had our man, even 
though we couldn’t discover how 
his essay had turned up in our 


| 
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ert rer ee ee i i 


is, except: 


why it should be done 
by somebody else, or 
why it should be done 
in a different way, 
and to prepare argu- 
ments in rebuttal 


that shall be convinc- 


ing and conclusive 


see if the thing has 
been done; to dis- 


cover that it has not 


and did not do it— 


t 
{ 
! 
( 
( 
To follow up to 
( 
( 
( 


@ As everybody knows, an executive 


has practically nothing to do. That 


To decide what is to be done; to 
tell somebody to do it; to listen to 


reasons why it should not be done, 


been done; to listen to excuses from 


the person who should have done it 


To follow up a second time to see 
if the thing has been done; to discover 
that it has been done but done incor- 
rectly; to point out how it should 
have been done; to conclude that as 
long as it has been done, it may as 


d 
well be left as it is; to wonder if it is 
{ 


An Executive 


i 

: 2 
: Has Nothing to Do | 
: 

i 

/ 


not time to get rid of a person who 


| 
‘annot do a thing correctly; to reflect —! 
/ 


that the person in fault has a wife 


put up with 


By F. F. BEIRNE 


three weeks 


at the very 


and seven children, and that certainly 


no other executive in the world would 


self he would have been able to do it 
right in twenty minutes, but that as 
things turned out he himself spent 
two days trying to find out why it 


was that it had taken somebody else 
realize that such an idea would strike 


of all employees that an executive 


has nothing to do. 


him for a moment; and 


that, in all prob- 
ability, any succes- 
sor would be just as 
bad or worse— 

To 
much simpler and 


better the thing 


consider how 


would have been done 
had he done it him- 
self in the first place; 
to reflect sadly that 
if he had done it him- 


to do it wrong; but to 


foundation of the belief 


‘Harrisburg News’ 
and ‘Patriot’ Up 
for $3,000,000 


| HARRISBURG, 


| 


| 


Pa. — Impending | year, which opens Sept. 29. 
letters department, signed “F. F.|sale of the Patriot and the Eve-|these, 11 will be full semester 


Beirne, Redbook Magazine.” We | ning News, combination-rate dail- | 


told him we wanted to reprint the 
item, with its'history and his pic- 
ture, as a sort of poetic justice. 
He wrote back: 

“Your kind offer to give me 
credit for the little piece on bosses 
that appeared so many years ago 
in Redbook is very gratifying. It 
is consolation for what most of 
the time seems a misspent life.” 

So there you have it—the story 
of the essay, the essay itself (with 
head and some slight alterations 
in text contributed by Higdon 13 
years ago, and a picture of Mr. 
Beirne. And anyone else who 
thinks Mr. Beirne’s essay is as 
appropriate now as it was in 1933 
and should be reprinted, had bet- 
ter give Mr. Beirne—and Lord 
help us, Redbook too—credit. 


lies published here by the Patriot 


Company, for approximately $3,- 


| 
| 


| Offers 14 Courses 
in Public Relations 


The New School for Social Re- 
search, New York, will offer 14 
courses in public relations and 
publicity for the coming academic 
Of 


courses running for 15 weeks each, 
and three will be short five-week 
courses. 


The division of public relations 


000,000, is still not completed, of-|and publicity was organized last 


ficers of the Dauphin Deposit 
Trust Company, representing 
heirs of the late publisher, Vance 
C. McCormick, said Tuesday. 

The two newspapers, with a 
combined circulation of about 85,- 
000, have received bids from 
nearly a dozen prospective pur- 
chasers, reportedly including 
Frank E. Gannett, John S. Knight, 
the Brush-Moore chain, two local 
groups and a number of Pennsyl- 
vania daily publishers. 

Competition in the local field is 
limited to one other evening pa- 
per, the Harrisburg Telegraph, 
with a 41,000 circulation. 


year in response to the increasing 
demand for such courses first 
given by the New School in 1944. 
More than 500 students have been 
enrolled each term, most of whom 
are active workers in the field. 
Students completing the necessary 
number of courses are awarded a 


Certificate of Proficiency in Pub-| 


lic Relations and Publicity. 


Ellis Joins Fawcett 


Raymond Ellis has joined Faw- 
cett Publications as resident ad- 
vertising representative in New 
England for Today’s Woman and 
True. He will maintain headquar- 
ters at 75 Federal St., Boston. 


K YUM Can 
Find Listeners 
on a Summer Day 


Yuma, Ariz. — Station KYUM 
has the answer to the problem of 
measuring the summertime radio 
audience. 

It is, the NBC affiliate insists, 
very simple. 

All a station need do to gauge 
its listenership is to dispatch an 
|observer to the local water works 
|/on a sizzling day. There he notes 
| the level of the water pressure. A 
|drop in the pressure means tha! 
|people have turned off the radio, 
|a rise indicates that more peop! 
have turned on their radigs. 

Theory for that is: W 
|Yuma’s temperature climbs 


the 100’s, everybody goes outside § 


to water the lawn—and, of cours 
the water pressure drops. W! 
a popular program comes on | 
jair, everybody dashes inside 
listen—and, naturally, the waite! 
pressure rises. 
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ry 
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Gulistan Lists 
Papers, Magazines 
for Fall Series 


New YorK—A & M Karagheu- 
sian, Ine., manufacturer of Gulis- 


tan carpets, will use color pages in | 


home magazines and Sunday 
newspapers to convince American 
readers that “Good room decora- 
tion begins with the carpet.” 

The Gulistan fall drive, begin- 


‘une, and with Station KTRI, Sioux 


LaGrave Joins Cary 

Ed LaGrave Jr., formerly on the 
local display advertising staff of 
the Des Moines Register and Trib- 


City, Ia., has been named an ac- 
count executive of R. H. Cary, 
Inc., Des Moines agency. 


| Reliance Promotes No.'s 


Reliance Mfg. Company, Chi- 
cago, will promote ‘fa number for 
a name” in fall advertising of its 
Kay Whitney line of women’s 


}of Vi-Tone 


dresses. Lead dress in the line, 
No. 10, will be introduced in a 
color half-page in the Oct. 20 is- 
sue of Life, and the Triple-Timer 
will be announced in the October 
Photoplay. Newspaper mats will 
be sent to dealers for local tie-ins 
with the national advertising. 


Maps Vi-Tone Campaign 

Vi-Tone Products Ltd., Hamil- 
ton, Ont., will launch a campaign 
this fall stressing the advantages 
in children’s diets. 


Russell T. Kelley Ltd. will direct|last year. 
the schedules, which will include’ was up 23.7%, 
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National advertising 
classified 43.3%, 


national women’s magazines, ro-| and local 30.8% this year as com- 
togravure sections of English and| pared with June, 1946. 


French weekend papers, medical 
publications and trade _ publica- 
tions. 


Canadian Linage Up 
Canadian Daily Newspapers As- 
sociation reports that advertising 
linage in Canadian daily newspa- 
pers showed a gain of 31.2% in 
June, 1947, over the same month 


| 
| 
| 


| 
| 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
«a Division of 


Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


j ning in September, will feature 


*Tredemarts tog U 5 Pat OF 


the company’s high-style Renais- 
sance-sculptured carpet in illus- 
trations of outstanding rooms by 
famous decorators, including Wil- 
liam Pahlmann, Joseph Mullen 
and Elsie de Wolfe (Lady Mendl). 

Magazine -advertisements will 
run in American Home, Better 
Homes & Gardens, Bride’s Refer- 
ence Book, Guide for Brides and 
House Beautiful, and insertions 
will be carried in newspapers of 
New York, Chicago, Cleveland, 
St. Louis, Detroit, Pittsburgh, 
Cincinnati, Philadelphia, Atlanta 
and Los Angeles. 

The consumer campaign will be 
supplemented by an_ extensive 
trade schedule, including pages in 
Home Furnishings Merchandising, 
National Furniture Review, Re- 
tailing Home Furnishings and Rug 
Profits. Dealer promotion and 
merchandising material will also 
be available, including new tran- 
scriptions featuring “The Gulistan 
Song” as recorded by NBC artist 
Bob Smith. 

Fuller & Smith & Ross is the 
agency. 


Apsco Appoints Monk 

Howard H. Monk & Associates, 
Rockford, Ill, has been appointed 
advertising and sales promotion 
counsel for the Automatic Pencil 
Sharpener division of Spengler- 
Loomis Mfg. Company, Chicago. 
An expanded campaign, starting 
immediately, includes consumer 
and business paper advertising, 
direct mail and dealer helps to 
promote the Apsco line of sharp- 
eners.,. 


Live Wire 


When thac tiny bit of heaven floats 
into ydur home—maybe the first—you 
are 3 wondering, wonderful mother. 


F © doc- 
he rom your doc 
(- : 
x 
fs 


“INTRODUCING THE BABY dveoks 
CORNER" 


housekeeper, 


Neer ee 


Your first day home from the 
hospital with a brand-new baby is 
a wonderful, triumphant day. But 
it is also a day when many problems 


tor you learn 
Rejoins ‘Item’ first steps in 


feeding baby. 


P Doubiless you'll come up, particularly if ic is your sting and 
Jack Whetstone, who was classi- rsp ie scar | depo dg 2 woe son — Thac® 

ra Sat ’ stand why other mother " 
fied advertising manager of the ater sh absorbed in talk of vitamins and Oiatme 


New Orleans Item from May, 1943, 
until February, 1946, has rejoined 
the staff in the same capacity. For 
the past year and a half he has 
been vice-president in charge of 
newspaper and retail advertising 
services for the National Research 
Bureau, Inc., Chicago. 


schedules and methods of diaper- 
washing. It's because these things 
are really important. Getting the 
right answer to all the questions 
u're wondering about today may 
to you and your baby. 
will follow the 
baby, week 


for your young 
live wire. Rea- 
son enough. 
Thev’re made 
from choice ve cs and fruits, first 
washed in de ater. They're 
cooked the eam to hold 
» valu 


producing advertising. 


believed —- that makes advertising produce sales. 


LARGEST MARKET 
IN HISTORY 


This year brings the biggest baby harvest in history - 
fifteen million under five years old by 1948 — represent- 
ing more than ten million families who suddenly create 
an active, buying, profitable market for all kinds of sup- 
plies needed to meet the wailing demands of brand new 
citizens - the Mister and Miss Americas of the future 


BRANHAM MAN 


oh & AW | 

; , 
; 

i MEE: pd ge a | 


HERE'S A STRAIGHT PIPELINE 
TO AMERICA’S LARGEST 


GROWING MARKET 


A new shopping feature — published weekly in 
Women's Sections of the nation’s leading Sunday 
newspapers that reach fourteen million families — 
expertly written in editorialized form that in- 


fluences the buying of mothers of babies under 
the age of five. 


They read— they believe— they BUY 
When You Sell Them Through 
THE BABY CORNER 


High reader attention and interest is afforded the 
selling copy for your product in this shopping 
column. It's a twenty-seven billion dollar field — 


a growing market that is going to reach fifteen 
million babies this year. 


YOUR SUPPLEMENTARY SELLING FORCE 


Your advertising localized in the major markets of the nation reach people where they live and where they buy 
-to make the efforts of your selling force effective. Not just name publicity for your product-it is sales 


EDITORIALIZED, PERSONALIZED COPY 


Down to earth, factual writing in a chatty style that women like to read — with the authority of experience that 
makes it register as expert counsel from one mother to another. A sincere type of propaganda that is read and 


r-—— SALES OFFICES 


Phone or Write for Details and Rates 


Robbins Features Corp., 221 Channing St. N. E., Washington, D.C. 
Business Office, 402 Provident Bank Bldg., Cincinnati, Ohio 
28 West 44th St., New York .. . ‘ - Medalion 3-1750« 
905 Wm. Oliver Bldg., Atlanta, Ga. Walnut 4932 
225 No. Michigan Ave., Chicago, Ill. ..... Dearborn 6992 
1964 Penobscott Bldg., Detroit, Michigan . . . . Randolph 3080 
915 Olive St., St. Louis, Mo. .... Chestnut 1965 
6605 Hollywood Boulevard .... . . Los Angeles, 


California 


THE BABY CORNER REACHES THIS MARKET 
IN THEIR OWN HOMES — THROUGH 63 MAJOR PAPERS — 
WITH FOURTEEN MILLION CIRCULATION 
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Steel, Tire and 
Film Makers Draw 
Anti-Trust Fire 


Justice Dep't, FTC 
Lodge New Charges 
Against Industries 


WASHINGTON — Administration 
pledges to fight private price fix- 
ing arrangements were dramatized 
last week by three new anti-trust 
cases, two of them charging con- 
spiracies involving entire indus- 
tries and industry trade associa- 
tions. 

In view of Justice Department’s 
announcement that it will seek 
jail sentences for conspiracies in 
cost - of - living industries, (AA, 
Aug. 18), these latest actions drew 
wide attention in the daily press 
and in business groups. 

A department “information” in- 
volving eight leading tire manu- 
facturers and the Rubber Manu- 
facturers Association was the first 
such case to raise the possibility of 
a prison sentence for anti-trust 
infringement. 

The tire case had been in prep- 
aration for more than a year, fol- 
lowing complaints by indepen- 
dent tire dealers, and by the House 
small business committee. 

Tire dealers complained that 
they were finding it difficult to 
compete with company - owned 
stores, and with private brand tires 
which were available to mail order 
houses and other newcomers in the 
replacement tire field. 


Hits Steel Industry 


The department’s “information” 
against the tire industry deals 
with agreements fixing prices, dis- 
counts, allowances, bonuses, classi- 
fication of customers, uniform war- 
rantees, guarantees, adjustment 
policies, allocation of sales terri- 
tories and production quotas. 

A second anti-trust action, an 
FTC complaint charging the Amer- 
ican Iron & Steel Institute and the 
nation’s steel industry with price 
fixing, theoretically at least, was 
closer to the cost-of-living indus- 
tries. 

The FTC case attacks a “mul- 
tiple basing point system” which 


Self-Stik Mystik Signs 


% 
vie a 


a «for 
CHI N 
PRINTING CO. 


2039 N Kildere Ave Chwege 3% 


According to the commission, | 
the industry exchanges pricing in- | 
formation through the American 
Iron & Steel Institute, enabling 
the members “to control and man- 


‘ipulate the market collectively.” 


The case resembles similar bas- 
ing point actions pending in the 
cement and half a dozen other in- 
dustries. It goes beyond the fa- 
mous “Pittsburgh Plus Case” in- 
volving a single basing point, 
brought against U. S. Steel in 
1924, and still pending in the 
courts. 

A third case, a civil action by 


| cinematography. 


the Justice Department, charges 
a conspiracy between Technicolor 


professional 


The department claims Techni- | 


“insures identically matched de-{|Motion Picture Corporation and | tion” for the Justice Department’s 
livered prices” regardless of the | Eastman Kodak to monopolize the | “information” which accuses them 
‘location of the mill, or of the|business of 


color | of conspiring to fix prices in viola- 
| competing mills. 


\tion of the anti-trust laws. 


color, Inc., has produced over 90% (IT’S ‘THE HEAT,’ 


of all prdéfessional color motion | 
pictures since 1934 _ including | 
class “A” feature length and short | 
subjects. The department wants 
color picture patents and “know 
how” to be available to other firms. 


RUBBER FIRMS WILL 
FIGHT U.S. CHARGES 

New York — Officials of tire 
manufacturing companies replied 
to the government’s anti-trust ac- 
cusation last week with a promise 


to fight the charges “to the limit.” 


Spokesmen for the tire makers | 
declared there was “no justifica- | 


INLAND CHIEF SAYS 

Cuicaco—The heat wave seems 
to have affected the FTC, Wilfred 
Sykes, president of Inland Steel 
Company, said last week in a 
statement declaring that the com- 
mission’s conspiracy complaint 
against the steel industry is “full 
of inaccurate statements.” 

“T suppose it’s the heat, as the 
Federal Trade Commission has 
apparently broken out with a rash 
all over,” Mr. Sykes declared. “Not 


| only steel, but rubber and Tech- 


nicolor films, are targets. Good- 
ness knows what today will bring 
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forth. 

“The complaint refers to Gary 
dinners. Judge Gary died in 1927. 
It refers to the NRA code set up 
under pressure from the admin- 
istration in 1933—under the dj- 
/rection of the late Hugh Johnson 
and directly supervised by Don- 
ald Richberg. All steel operations 
were in accordance with the then 
law, and the code was enthusiastic- 
ally dropped by the industry as 
soon as the Supreme .Court held 
the law invalid. 

“The complaint is full of inac- 
curate statements and is without 
any sound or reasonable basis. 

“It is evidently a political move 
to discredit business in line with 
the communistic and PAC propa- 
ganda with which the administra- 


‘tion has been associated.” 
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F 7 + | board of directors had decided that 
ary No Petrillo |'FM and AM broadcasting are too 
927. | separate and distinct to permit the 
> up r musicians to play for both at the 
nin- same time. This would also, he 
di- Rules, on Live | observed, eliminate jobs for AFM 
Son _members. 
Yon- 4 _ He declared that AFM locals are 
ions Music for FM ‘now willing to negotiate wage 
then scales and working conditions for 
stic- Cuicaco—James C. Petrillo | FM broadcasting. 
y as Mruled “no” Tuesday on FM music| “This,” he declared, “would give 
held proadcasting. the FM stations the benefit of live 
The American Federation of|music, would give the public the 
nac- Musicians’ president’s attitude on | chance to hear it over FM, and in 
hout simultaneous music broadcast over | return, musicians would have em- 
t standard and frequency modula- | ployment opportunities.” 
nov tion stations had been awaited | 
sith since the Supreme Court’s uphold- | Weiss Attacks Petrillo 
‘opa- ing of the Lea “Anti-Petrillo” Act; He pointed out that there will 


recently. ‘soon be 3,000 FM stations. There 


Mr. Petrillo said he and the AFM |are, he added, 360 standard sta- 


tions at present broadcasting live 
music, using 2,932 musicians and 
paying them $12,658,773 a year 
plus $11,000,000 more for special 
engagements. 

Lewis A. Weiss, chairman of the 
board of Mutual Broadcasting Sys- 
tem, earlier had charged before a 
House labor investigating commit- 
tee in Los Angeles that Petrillo 
“victimizes” radio stations, inter- 
feres with the growth of FM and 
had made “ruthless, extortionate 
and illegal” demands on MBS’ 
Don Lee Network in the West. 

Mr. Weiss said the AFM had de- 
manded $12,000 from the Don Lee 
Network for permission to broad- 
cast recordings of the “Songs of 
the Stranger” program, heard ear- 
lier at 1:30-1:45 E.D.T. over MBS 
east of the Rockies. (Sponsored 


by Pharmaco five times weekly). 

The payment would cover re- 
corded broadcasts of 13 programs, 
he declared. The demands were 
rejected, Mr. Weiss said. 

All conferences with Mr. Pet- 
rillo are carried on in the atmos- 
phere of a strike threat, Mr. Weiss 
added. 


FMA GROUP ASKS 
JUSTICE DEP’T ACTION 
WASHINGTON — The Frequency 
Modulation Association asked the 
Justice Department Thursday to 
investigate the legality of music 
ezar James C. Petrillo’s ruling 
preventing networks and AM sta- 
tions from duplicating musical 
broadcasts simultaneously on FM 
adjuncts. 
At a meeting with departmental 


t the adverfiser 
he reader | 
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investigators here shortly after 
the Petrillo decision became 
known, the association’s executive 
director, J. N. (Bill) Bailey and 
its general counsel, Leonard H. 
Marks, argued that the assessment 
of ‘“‘standby fees” on FM transmis- 
sion would violate the Lea (anti- 
Petrillo) and Taft-Hartley acts. 

At the same time, the associa- 
tion tried to convince networks 
that Mr. Petrillo is obligated 
under existing contracts to permit 
broadcasting of music over either 
AM or FM facilities. 


Not Separate Service 


The FM broadcasters say the 
network contracts provide for 
music for “radio broadcasting 
purposes.”’ They say FM is merely 
“broadcasting in an advanced 
stage” and not a separate service 
calling for special arrangements 
with Petrillo. 

Mr. Bailey points out that the 
network FM contracts break down 
rates for employment of musi- 
cians into categories of commer- 
cial and sustaining programs, but 
do not restrict the music to any 
specific number of radio stations. 

His statement questions Mr. 
Petrillo’s fears that duplication of 
“big name” programs on FM ad- 
juncts of network stations would 
threaten the chances of success 
for independent unaffiliated FM 
stations. 

He points out that many unaf- 
filiated standard stations are do- 
ing all right. 

The association says “big name” 
programs would build the FM 
audience, with resulting benefit to 
all FM broadcasters, including the 
independents. 


We love advertisers. And we want adver- 
tisers to love us. 


But every time we start thinking about them, 
all we can ever see is the reader. It’s an old 
McGraw-Hill habit to put the reader’s needs 
first .. . and happily over the years, that 
policy has paid out pretty handsomely for 
the advertiser. That’s why we believe a mag, 
azine’s strongest reader assets are its strong- 
est advertiser benefits. Suppose we try out 
the formula on AvIATION WEEK ... 


READER ASSET: Coverage of all the 
aviation news, both the technical and 
non-technical developments in a single 
publication. 


ADVERTISER BENEFIT: Maximum 
market coverage through an editorial 
content serving thé self-interests of all 
men of aviation, in all phases of aviation. 


the advertising impact available through 
52 times-a-year publication frequency. 


READER ASSET: Editorial accuracy 
and authority —the strongest editorial 
force in aviation publishing, backed by 
McGraw-Hill’s Foreign and Domestic 
News Bureaus and other specialized 
facilities. 


ADVERTISER BENEFIT: Publication 
dominance as an advertising medium 
through reader recognition of such edi- 
torial responsibility. 


READER ASSET: Economy of reading 
time because of an entirely new concept 
in aviation publishing, a magazine geared 
to the fast pace of aviation, edited and de- 
partmentalized for easy reading. 


ADVERTISER BENEFIT: Economy in 
reaching more active reader-buyers per 
advertising dollar. 


Offers 3-Way Dispenser 
Hudson Products Company, De- 
troit, has introduced a 3-Way 
Drink Dispenser, which serves 
Coke, ginger ale or soda from a 
single faucet, depending upon the 
direction in which a_ vertical 
handle on the dispenser is pulled. 


— 


bright idea 


READER ASSET: The current week of 
aviation news delivered on the new, high- 
speed publishing schedule of the only 
weekly publication in the field. 


ADVERTISER BENEFIT: Precision 
timing for special announcements, new 
product copy, policy changes, etc. Plus 


ford less? 
reader the 


Count them on one hand . . . Coverage, Tim- 
ing, Impact, Dominance, Economy. Could 
any aviation advertiser want more? Or af- 


So we'll go right on giving the 
best deal he ever got in his life, 


content in knowing that’s the way to make 
the advertiser love us, too. 


right printer 


McGRAW HILL PUBLICATION 
530 West 42nd Street, N.Y. 18, N.Y. } 


— 


> 


xce..o Press... 


LITHOGRAPHERS + PRINTERS + BINDERS 
400 NO HOMAN AVENUE CHICAGO 24, His. 
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Appoints James Gay pointed sales promotion and ad- | WIP Names Petry 
James A. Gay, formerly with| Vertising manager of the Inde-| | Station WIP, Philadelphia, ha; 

D.'''L. Skinner Company and/ pendent Wholesale Grocery Com- |appointed Edward Petry & Co. a 

Winston & Newell, has been ap-| pany, Des Moines. national sales representative. 


Stanc 


ark 
or Ne 


of $9 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display 


si POSITIONS WANTED st HELP WANTED ADVERTISING TULSA— 
MAIL ORDER writer, 43; heavy di-| ADVERTISING ASSISTANT righter 
rect mail experience in publishing, | Advertising service organization | MANAGER'S sortages 
industrial, service field. Know lists, | offers responsible position to an nor 
production. Averaging $8,000 as free | alert young man with some experi- | ASSISTANT 01 and at 
FOR lance. Take less full time. N. Y. area.| ence and real desire to learn. Must | Stanolir 
Box 9093, ADVERTISING AGE be conscientious, have aptitude for | ‘ , 
330 W. 42nd St., New York 18, N. Y. ety Pn yy oe copy and L arge Chicago packaged rere has 
y Javenil ,. nowledge of types and engravings. . — 
POINT-OF-SALE ADVERTISING arin ot bree Lance Doster Misnerate Good starting salary. Write enough food manufacturer has imme- i 5 a 
fee. Send for estimate. ‘s Boeee Fereners to qualify for an in- diate opening for 3 ycung, ew Bric 
Box 9095, ADVERTISING AGE es : “BL RRS ro . . bnti-freez 
Our 45-year old firm, one of the largest producers of Point-of-Sale 100 E. Ohio St., Chicago 11, Il. _ = oi et thle ti SiC general administrative assist- abl 4 
advertising, has openings in several choice territories for high calibre Sate ach coaneat Leah been MONARCH PERSONNEL ant to the advertising man- hemicals 
sales representatives. Must be aggressive, creative type, familiar with US for business or trade publ., yo Reese arene Arts ager. po ge a for quick pnd Cart 
merchandising and dealer advertising. Wide acquaintance with sales a oy ee aiien Aaeucies ta: 38 Cities progress to complete super- wo new 
promotion and advertising managers of most important advertisers 100 FE. Ohio St., Chicago 11 TL 28 E./ Jackson Blvd. WAB 9400 vision of sales promotion. Prodi 
in your locality is necessary. If you can qualify, here is an oppor- THCHNICAL COPYWRITER Sales Promotion Manager Wanted r : 
tunity for a profitable, permanent career in an established field. Our AVAILABLE Another key position is open in ie Requirements: Alertness, plants 1S 
line includes: Young woman experienced in the | South’s fastest growing trade publi- tv 7 years, USI 
promotion of heavy farm implements ey ee chiies ani Oe re ah tive. ability ms * ions of 
and industrial tools, for consumer | !4eas, creative a y é orous ministrative abil now'l- +78 
WINDOW, COUNTER AND FLOOR DISPLAYS and foreign distributor markets, knowledge advertising and sales d f oi + f : h Tropsch 
CARDBOARD CUT-OUTS ANIMATED seeks more challenging opportunity. |Pramotion. Must be thoroughly ca- ae ee ynthetic 
cee este 12 yrs. experience in mail order and | Pable of writing copy, creating and display problems including , : 
AND LIGHTED DISPLAYS . . . FIBRE, PAPER AND 4-A agency. Will consider interesting| Producing folders, bulletins, sales , : oe ind will 
CL opportunity anywhere but prefer | letters and all kinds promotion ma- buying, creative ability to overy a 
OTH BANNERS, PENNANTS AND SIGNS... Los Angeles, New York or Chicago. | terial. Write giving complete de- atihecs inidiiitinns: dm. cieth y 
MYSTIK SELF-STIK SIGNS MYSTIK ECONO Box 9100, ADVERTISING AGE | tate em yg8, ADVERTISING AGE es ting lett * — 
. say 100 E. Ohio St., Chicago 11, Ill. _ tt) Peg Af hk clear, interesting letters an o meet t 
SIGNS FOR TRUCKS . . . MYSTIK SPECIALTIES FREE LANCE IDEA MAN will work| 100 P- Ohlo St, Chleago 11, 1_|} foes i oo 
; . . . MYSTIK SELF-STIK PRODUCT IDENTIFICA- with staff of high grade advertising REPRESENTATIVES WANTED Th b will Othe 
. é y. ve var , = = ALP AUE WE on i i 
TION SIGNS ... MYSTIK CHEK TABS. Car-toon Oil, Big Chief Little Bear} SPACE REPRESENTATIVE—Gen- e joo will encompass all USI. 
f Say, and other media. eral magazine published in Spanish hases of sales romotio ode 
Bill McGrory language seeks three experienced P nies P n he two 
We have a complete sales promotion service to assist you in making 3939-W West End Ave., Chicago, Ill. oR toe agigne ag gy B= BE gh ele and merchandising of adver- n addit 
. ° * . — — 7 a ae : ca >, t r ‘ 2 s. * ¢ . . ° 
sales, including a creative department that can handle the job com- HELP WANTED Must ade oeovan secur’ oe space tising to a large distributive sing pal 
pletely. Write us today. Tell us about your past and present opera- FRED J. MASTERSON salesmen. Knowledge of ave Amer- organization from develop- cool 
tions, territ ou cover, lines you handle and accounts you sell. dvertisi & Planni ican market desirable. Write giving ° 
: _ v r y y fA 7 on BA ee full particulars, experience, age, ment to completion of cam- ials. Ar 
: ° Placements of all types with leading | Salary, etc. : “co H : : 
Chicago Show Printing Compan organizations Box 9094, ADVERTISING AGE ~~ omg: 
J y > 100 E. Ohio St., Chie 11, Ill ' . ¢ 
105 _N. Wenaen Ave. Onieeme fine eh Two to five years’ experience ther ind 
Showmanship In Point-of-Sale Advertising ADV. AGENCY ACCT. EXEC.:; |Publishers Representative wanted ||. ood ds aduacti It is e 
2 ns ——. | Abie to secure billing; to associate} for middlewest by national maga- packaged goods advertis- 00.000, 0¢ 
2635 North Kildare Ave., Chicago 39, Illinois | with reputable agency. Congenial [Zine in field of trade shows and ex- || ing either with a manufac- Nr 
surroundings; complete competent ] hibiting. Commission basis. Give de- : pe # ydrocar’ 
| staff: profitable arrangements. Re-| tails of experience and present con- turer or agency, not a "must vt 
ply in strictest confidence. nections. Write Box 474, Detroit but definite! ill infl nnually, 
Box 9068, ADVERTISING AGE (31), Michigan. ur cernitely will intluence lcohols, 
"< 7 9 _ nd . ry 5 N #- = — = _ ———— — - <n ee —~— ° 
500 Oe Ot OW oe neha MISCELLANEOUS our selection. etones 
| ADVERTISING & PL oe ene | All members of our org a arbon ‘a 
. | ALL TYPES OF POSITIONS pty = mars aniza- d 
: reat in th CARTOON IDEA SUGGESTIONS | . ° . weet 
| GEORGE WILLIAMS—Personnel |. - 10 duplications . . Twenty-five ment. olV , 
MULTI-COLOR | 209 S. State St., Har. 2063, Chicago oorets + on se a4 pigs Fi ga _ > 7 , ayon, pl 
| CHICAGO AREA all materia preparea to order. Write, outlining past experi- justrie: 
SPACE SALESMAN James R. Jacobs “ d 2 1dustrie: 
| Leading industrial publication of its ee zat a3 Pd ee, eee atte | ence, education, personal Plans 
| kind wants part time Space Sales- To Sublet 300 square re. des. furn. | status and salary require- hemical: 
|man Chicago Area. Commission | loop office space; 1 blk, Michigan | } 
basis. Give details first letter. Good |Ave.; limited phone service; $100 | ments. eight p. 
ELECTRIC DISPLAY | opportunity. per_ mo. RAN. 1753. have not 
Box 9069, ADVERTISING AGE FREE LANCE ARTWORK Box 6794 
100 E. Ohio St., Chicago 11, Ill. OVERNIGHT SERVICE expec 
. . * . . . . | ke --: 2« PI . : Ss . J 
Animated, scintillating motion without mechanical action— =, ADVERTISING & PUBLISHING || Monttn 9090, ADVERTISING AGE | ADVERTISING AGE overy al 
° . ¥ 2 by =e. = mt , ~ ‘hi © . CLS i 
No motors—no gears—no moving parts. erating nationally since 1914. Con-| 100 E. Ohio St., Chicago 11, Til. _| 100 E. Ohio St. = 
fidential intermediary. Both to Em- TRADE PUBLICATION Chi hemical 
ADVERT “plover and employes. | | icago 11, Il ie 
ISING SALESMEN SHAY AGENCIES | = [for sale. CCA-audited 8500 cirel.; | tin 
_ 30 W. Washington St., Chicago 3 | A once-in-a-lifetime opportunity to juantity 
Earn $5,000 to $25,000 and more yearly | WANTED acquire a going money-making | hus ope 
SALES PROMOTION | monthly in a field U. S. authorities | ™ 
Destined to revolutionize the neon industry. Protected by United States Bas WRITER Goatees ate Se eae | pio: 
and foreign atone Saleunan with clianle srmong cugnity cers wil © | Wonderful opportunity for young, |fmatuu ara will ‘secritee ‘ony ||  OWeANTE ~ 
elcom rtunity. te ¢ % | up-and-coming copywriter-creative sts, § . y | 
_ ee ee a | man to spread his wings. Must have nh — Onis yvig Pome ¥ D 
‘ appliance or automotive background. | balance notes. ce e to 2 . 
; THE OHIO ADVERTISING DISPLAY COMPANY |‘Must be able to start soon. Apply | tion | for halt-interest from party September 15, 1947 Becom 
. : . | givi jetails srie , educa- | qualified to take over completely. = 
She Sagay Geiiting, Pend Seat Cincinnati 2, Ohio = Fi)n"and salary requirements. | duiries from principals only, please. P . News- 
Box 9096, ADVERTISING AGE |. Box 9101, ADVERTISING AGE _ herly pt 
100 E. Ohio St., Chicago 11, Il. | 330 W. 42nd St., New York 18, N. Y. In Chicago ~~ - pt 
* . . . ‘ | bunday 
T 2 American xpress | Commercial hours sold so far ith Ad as 
oa . ’ ’ ‘this year total 53% against 46% || W vertising Agency 
Advertising Manager Signs Vox Pop ? ‘as of the same time last year. experience 
If you are directing an annual ~~ s See 
budget of more than $200,000.00 A OoOKINgGS ; i ize » 
and would like an opportunity to ver ising N y Still g 9 P Ad Production Teachers eg | of ae eo 4 — a 
increase your earnings and expand EW YorK—Still moving under ; ; ising agency located on North Mich- 
your future, we invite you to dis- ‘ e ti Offered Litho Material . 9°99 y 
cuss the advantages of bringing pace the impetus of a magnetic The educational department of || '9*" Avenue wants personal secretary 
Pte ene ae ao ' Wednesday night schedule, the| the Lithographers National As-|| With advertising agency experience. 
fices in Chicago, New York and ‘Salesman American Broadcasting Company | sociation, 420 Lexington Ave.,|| Must be able to follow through on 
ds, you would serve your present . wrapped up another $800,000 | New ber ge 4 offer oo this || correspondence, media contacts, etc. 
‘ 7 a i .| year, witnout charge, su emen- 
pan gy Bow A p FE gold Eighteen years experience sell- worth of new business last week , g pp 


, > : etc. Prefer woman between 25 and 
ion ahsne tor Galata aaa The American Express Com- tary teaching material for instruc- 


nel and facilities. Here you can tors of courses in advertising pro-|| 35 years of age. No one without per- 
magazines and trade papers. pany, through J. M. Mathes, Inc., | & pro 


give your Company the kind of 


i : pS »|duction. The teaching aids, in-|| tinent advertisin i d 
- y By RA, Wide business acquaintance signed as sponsor of “Vox Pop. ' cluding students’ ane of “Lith-|| aca _ ne pupae 7" 
increasing your personal income Chicago, Detroit, Pittsburgh, The show debuts in the Wednes- | ography’s Place in Printing Pro- ha y: ' a only brie usiness he 
car aiveing peiemate. me Oe Cleveland. —— sales day 8:30 p.m. niche Oct. 1. This| duction,” and a choice of supple-|| “"Y °"© ‘ry range desired. Per: 
you will have the "“team-work'’ record. Good references. Ag- 


: ‘closes up the Wednesday night | mental material for the instructor, sonal interviews will determine selec- 
assistance of our agency exec- gressive. Will locate any- 


( Dallas. As Account Executive with 
{ 
{ 
( 


pe eine 


utives. Address h ; ‘aht tuni ischedule at the American net-|are designed to show when and || tion. 
where for right opportunity. 'work, which this fall will make a| how the lithographic process can | an 
100°E. Ohio St, Chicago. (he'll BOX 6799, ADVERTISING AGE ||Strong bid for the midweek|help solve problems in graphic van Sh, Svein Pepe and 
¥ —" np é | listener arts production. 100 E. Ohio St., Chicago 11, Ill. chers in 
100 E. Ohio St., Chicago 11, Ill. T dditi to “Vox Pop.” the Offered for the first time last IS ond 
ee na : ition Oo . P, Bi year, more than 12,000 copies of — as 
| lineup includ es Philco’s Bing | “Lithography’s Place in Printing — th 
Crosby, Eversharp’s Henry Mor-| production” were requested for | | ee 
iS TEXAS gan, Noxzema Chemical Com- | use of courses in advertising pro-|| ADVERTISING AND SALES me": 
A HEADACHE? ADVERTISING pany’s Lionel Barrymore, Ameri- | duction conducted by colleges, ad PROMOTION MANAGER te | . 
; ; can Tobacco Company’s Jack Paar | clubs and on-the-job training pro- Experienced, aggressive and energetic . 
If any of you Yankee agencies are SOLICITOR WANTED and Abbott and Costello, who are | 8rams. || Fully capable o personally pre ering and ( 
having trouble with Texes or South- being offered to a variety of ad-| Er <a || directing production layout and copy 2"¢ TMi... <) 
west — ys! - Sa ac- Long-established trade paper wants || Vorticers on a co-op basis. | Opens L.A. Office | manieg_ ot a Sa be | 
n or any- . p . . ee : : : H etl - 
a range lal “ Siete of a experienced salesman with successful Gross time billings for the aid Erwin, Wasey & Co., New York, hg a. B or ae MAGA; 
bourbon and we'll talk. We're a small record. Want best man available. |) Seven months of 1947 ($24,329,-| has announced that it will shortly || trade ‘magazines. 
but growing three-year-old agency : as 000) at ABC are only slightly | open a Los Angeles office. Among || Well established Chicago manufacturer a 
with a 2-F credit rating . . . and in- Attractive salary, plus commission. || shead of those for 1946 ($24,172,-| accounts to be handled there will | 4 a controlled equipment. 
terested in taking over any agency Please send complete details. 000). However, American’s firm|>e, the Carnation Company, Car- shades Sie comma Wl deka Sotes 
functions for you down here in the bookings (non - cancellable time| nation fresh milk and ice cream || age, experience, references, salary 2°¢ 
rosperous Yippe-e-e-e country. First Box 6793, ADVERTISING AGE ail fA 1 t to $12 division, and Albers Milling Com- || submit samples of work. 
- * ¥ No. 6800, Ad te A d j= es) as 0 us. amoun o rT | pany, all of which will make their BOX 6801, ADVERTISING AGE 
te ae ee ae 330 W. 42nd St., New York 18, N. Y. || 158,000 — compared with $9,954,- | headquarters in Los Angeles next |] 100 E. Ohio Street. Chi 11. Mlinois 
168 €. Clie &., Chicago 11, ©. |000 for 1946, an increase of more! year. er a 
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Stanolind Signs 
arket Contract 
or New Chemicals 


TuLsAa—Prospects this week are 
righter for easing the current 
hortages in ethyl and butyl alco- 
ol and acetic acid. 

tanolind Oil & Gas Company 
ere has signed a contract with 
1, S. Industrial Chemicals, Inc., 
jew York, maker of Super-Pyro 
pnti-freeze, to market water- 
‘oluble, oxygenated hydrocarbon 
hemicals produced by Stanolind 


pnd Carthage Hydrocol, Inc., in 
wo new synthetic gasoline plants. 
Production in the proposed new 
plants is expected to begin in two 
ears, using greatly improved ver- 
ions of the German Fischer- 
Tropsch process. Adjacent to the 
ynthetic gasoline plants, Stano- 
ind will build two chemical re- 
overy and separation plants to 
efine the by-product chemicals 
9 meet trade specifications. 


Other Chemicals Planned 


U.S.I. will also build plants at) 
he two locations to manufacture | 
yn additional line of chemicals | 
sing part of Stanolind’s Fischer- | 
ropsch chemicals as raw mate- 
ials. Any excess production by 
Stanolind will be available to 
ther industries. 
It is expected that upward of | 
00,000,000 pounds of oxygenated | 
ydrocarbons will be produced 
nnually, largely straight-chain | 
lcohols, aldehydes, acids and) 
etones with from two to four) 
arbon atoms per molecule. The 
hemicals are basic for use as) 
olvents,, and as raw materials in | 
ayon, plastic and pharmaceutical | 
idustries. 

Plans for marketing 
hemicals of higher 
eight produced in the new plants 
have not been completed, but it 
expected that Stanolind’s re- | 
overy and refining of these prod- 
bcts will make available to the 
hemical industry a line of chem- 
cals never before available in 
juantity and at reasonable prices, 
hus opening up new avenues for 


similar 


——| fhe economical development of 

hew processes and products. 

7 Becomes Daily Paper 
News-Topic, Lenoir, N. C., for- 
merly published semi-weekly, be- 
kan publishing daily except! 
bunday on Aug. 11. 
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ee 1N. “ers influence buying by 25,000,000 
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—_—— Ie th school-age children buy more 

— ; re of almost everything. Tell 

| p!ocduet story to America’s most in 

SALES | ‘ia! market — the 727,000 grade and 
, 001 teachers who subscribe to 

GER ¢ Tecchers Magazines. You'll want to 
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Opens Memphis Office 
Wilhelm-Laughlin-Wilson & As- 
sociates, Houston, has opened a 
branch office in Memphis. The 
newly acquired account of Chicago 
& Southern Airlines will be among 
those handled by the new office. 


Gibson Names Seidel 


Seidel Advertising Agency, New 
York, has been named to handle 
the advertising of Dorothy Gib- 
son, Inc., manufacturer of bras- 
sieres. 


| 
| 
| 


| 
| 
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Baylor Bids for 
All KWBU Stock 


Corpus Curist1— Houston will 


at the expense of Corpus Christi 
if the FCC approves the applica- 
tion of Baylor University, Waco, 
to acquire full ownership of 
KWBU here. 

The university now owns 50% 
of the stock in Century Broadcast- 
ing Company, Dallas, which con- 


|trols KWBU. The Baylor officials 
-are reported to have offered 
| $153.33 per share, or more than 
' $114,000, for the 750 shares now 


|held by various owners. 
gain a 50,000-watt radio station | 


Under the proposed removal to 


the same frequency (1030 kc.) on 
which it now operates. 


Two Name Frisco Agency 
Ward, Macdonald & Stagg, San 
Francisco, has been appointed to 


direct the advertising of Alard | 9435 $. 


Houston, the station would keep | 
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| Company, San -Fraacisco, manu- 
'facturer of men’s sports shirts, 
|and of American Bulb Growers, 

San Francisco, producer of Del- 
| Croft lilies. 


Write for full story 


E. SALMON ST. * PORTLAND 14, OREGOM 


Near Crisis at Oxford Paper Company 


by Tony Barlow | 


~S 


| see at the way a business 
handles its details and you 
get a good picture of its efficiency. 
Here at Oxford no detail is too 
small for attention if it contrib- 
utes to the over-all job of making 


paper better. 


For example, chemicals play an 


GRIM CHASE! THE HIGH EFFICIENCY OF 
OXFORD'S RECOVERY SYSTEMS IS THREATENED WHEN 
ONE STRAY PUFF ALMOST ESCAPES THE PROCESS 
WHICH RECOVERS CHEMICALS FOR USE AGAIN 


For the making of quality paper 
is not one thing, but many. Each 
element—good location, plentiful 


important part in the series of 


| 

| steps which transform wood into 
a sheet of paper. After these 
chemicals have performed their 

| part in the process, the inorganic 

residue is trapped by an ingeni- 


ous recovery system which makes 


a substantial proportion of these 
chemicals available for use again. 


Even an item like this must be 
considered in the careful plan- 
ning that enables Oxford to turn 
out better than 1,000 miles of 
quality paper every day. 


papers. 


reserves, fine craftsmanship and 
thorough planning—adds up to 
satisfaction for users of Oxford 


On your next printing job, spec- 


Enamel, Engravatone Coated, (¢ 


ify Oxford papers for complete 
satisfaction. Sold by reliable mer- 
chants coast to coast. 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex C1S Litho, Mainefold Enamel, White Seal 
‘arfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label- 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, N.Y. 


MILLS at Rumford, 
and West Carrollton, Ohio 


Maine 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Il. 


DISTRIBUTORS 
in 48 Key Cities 
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Professor Hits 
Single Federal 
Tax on Cigarets 


LovuISVILLE—The Woodruff bill 
(H.R. 3912) which would set a 
lower tax on cheaper cigarets, has 
been termed ‘“a good bet” for 
passage by Congress by Charles 
W. Williams, professor of eco- 
nomics, University of Louisville. 

In an article in the Courier- 
Journal here, Prof. Williams called 
the bill necessary to meet the 
danger of monopoly in cigaret 
manufacture. 

The measure would halve the 
present federal tax of $3.50 per 
1,000 cigarets on _  lower-price | 
brands, in an effort to restore the | 
so-called “dime brand.” 

Pointing out that American To- 
bacco Company, R. J. Reynolds | 
Tobacco Company and Liggett & 
Myers Tobacco Company sell 
three-fourths of all cigarets and | 
may eventually come to a monop- |, 
oly status, Prof. Williams said: 


Suggests 2 Attitudes 


“One may be lackadaisical, 
laissez-faire, nonchalant about the 
trend and conclude that the lead- | 
ers are satisfying their public, 
giving them good, fair or indif- 
ferent cigarets at moderate prices, 
or leading them into purchase of 
fantastic numbers of 
through millions spent on adver- 
tising. 

“On the other hand, it may be 
reasonable to deduce that here is 
being built up a powerful trio, 
capable of largely imposing its 
will as to price and quality in the 
leaf markets, as well as on the 
finished product at the retail 
counters of the nation over, an 
oligopoly that is already ‘putting 
the squeeze’ not only on the 


CALL ME 
“UNCLE” | 


Two out of five 
wage earners in met- 
ropolitan Washing- 
ton now owe their 
working allegiance 
to Uncle Sam. This 
‘is a sizable percent- | 


age increase over 
1940. 


Everyone's a cus- 


tomer in Washing- 
ton... buy great 
circulation! 


TIMES-HERALD 260,912 
The STAR... 244,242 
The POST... (65,554 


_ The NEWS... (09,267 
as of March 31, 1947 


- — 


eee 


| Payasee 


Editor and Publisher 
'° A . 
— Cimes & Herald 


WASHINGTON, D. C. 


National Representative 
Geo. A. McDevitt Co. 


cigarets | 


smaller producers in the manu- 
facturing field, but also on those 
who formerly have been ‘in the 
club’ (the fourth, fifth and sixth- 
place sellers) .” 

Prof. Williams said the pro- 
posed progressive tax might add 
to Treasury revenue, might pull 
up prices of tobacco leaf in over- 
supply seasons and would be con- 
sistent with Republican tax poli- 
cies. “It is rumored, significantly,” 
he added, “that the ‘Big Three’ 
will not oppose it.” 


To Melamed-Hobbs 


St. Paul Fire & Marine Insur- 
ance Company has named the St. 
Paul office of Melamed-Hobbs to 
handle its advertising. Business 
papers, direct mail and special 
promotions will be used. 


Warner Names Gerlach 


Richard O. Gerlach, formerly 
with Riegel Paper Corporation, 
New York, has joined Harold 
Warner Company, Buffalo, as 
copywriter. 


Spreads Tell How 
Ice House Turned 
into Food Chain 


DALLAS—Twenty years ago an 
ice house manager thought he 
would stock milk and bread and 
eggs, because some customers told 
him they would buy them when 
they got their ice. 

The idea grew up. Today the 
ice house, under “Uncle” Johnny 
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Green, has become a chain of 46 
ice houses in the Dallas-Fort Worth 
area, selling carloads of frozen 
foods and dairy products daily. 
Operating the 7-Eleven stores, 
the chain has taken two-page 
space in the Dallas News and 
Times Herald, on the occasion of 
its 20th anniversary, to tell the 
story of its growth. An interest- 
ing feature of the ad is a testi- 
monial to a long list of national 
brands, which the chain urges 
customers to buy wherever they 
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may be bought, although espe- 
cially at 7-Eleven stores. 

“They are always offered with 
pride and sold with confidence,” 
the copy asserts, “by your friendly 
7-Eleven Store Men, who join 
here in thanking all of these man- 
ufacturers for the active part they 
have played in making 7-Eleven 
Stores outstanding in their service 
to the public.” 

The stores, taking their name 
from the fact they remain open 
from 7 a.m. to 11 p.m., seven days 


a week, are owned by the South- 
land Corporation. Most of the 
units offer curb service or are 
“drive-ins.” 


Goodrich Boosts Two 


Howard F. Kidwell, in the au- 
tomotive, aviation and government 
sales divisions in the Detroit dis- 
trict, has been named in charge 
of fleet sales, including national 
account sales and state business 
of the truck and bus tire sales 
department of B. F. Goodrich 


Company, Akron. Thomas I. Jen- 
kins, who previously handled in- 
dustrial tire sales for the automo- 
tive, aviation and government 
sales divisions, has been appointed 
in charge of industrial tire sales 
of the truck and bus tire sales 
department. 


Joins Hirshon-Gartield 

Nancy Dabney, formerly with 
the copy department of R. H. 
Macy & Co., has joined Hirshon- 
Garfield, New York, as account 
executive. 


Group Calls for 
Better Packages 


Lonpon—The Institute of Pack- 
aging here hopes to raise quality of 
packaged products from the low 
level of the war years. 

At its first meetirig, G. M. Ash- 
well, vice-president of the newly 
formed institute, told the group 
that although England’s best is in 
every way as good as America’s, 
the average in package design and 


ae all 


THE AGE OF ACQUIREMENT 


> 


Oh iam thas) because Collier's reaches a greater percentage of the “Age 


of Acquirement”’...the 25 to 45 year age group...the men and women who buy. ° 


Oi wey VES MLA PLLGS) because the low cost of a Collier's page 


allows your budget to penetrate the market deeper with more insertions .. . 


more weeks of national coverage. 


aE because Collier's sek you the lowest rate of the 


Big 3’’ weeklies. 
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|material is not so high. But, he 
added, “we could do it if, and 
when, we set ourselves out to do 
ga.” 

Mr. P. A. Andrew, president of 
the group, called for a grant of 
professional status to the packag- 
ing industry. He suggested that 
packaging could be raised from 
the low wartime level of utilitari- 
anism and austerity, through 
creation of an advisory service to 
place the fullest possible informa- 
tion on package problems at the 
disposal of designers and manu- 
facturers. 


Appoints Hickock 


H. C. Hickock, formerly central 
district manager of the Sturtevant 
division of Westinghouse Electric 
Corporation, has been named gen- 
eral sales manager of Baker Ice 
Machine Company, South Wind- 
ham, Me., succeeding Sterling F. 
| Smith, who has resigned to form 
| his own organization to distribute 
Sterling transportation equipment 
and related specialties on a na- 
'tionwide scale. 


,..-WHEN YOU 
BUY RADIO IN 
METROPOLITAN 
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MORE AND MORE 
ADVERTISERS ARE 


... BECAUSE THEY 
KNOW THAT: 


WAAT DELIVERS 
MORE LISTENERS 
PER DOLLAR IN 
NORTH JERSEY 
AND NEW YORK 
CITY THAN ANY 
OTHER STATION 
...INCLUDING ALL 
50,000 WATTERS. 


¥ FIRST IN AM 


FIRST IN COMMERCIAL 
FM (WAAW) 


SOON FIRST IN 
TELEVISION 


New Jersey's I“ Station 


KAT 


NEWARK-NEW JERSEY 
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| question: 
What does a newspaper sell to 
its advertisers? 


Says ‘Words’ Govern 
Newspaper Ads’ Success 


To the Editor: What does a My answer is nothing more than 
newspaper have to sell? white space and circulation. 

Lew Hahn should have counted| All advertising is based on 
10 before he included several|something written, 


then circu- 
paragraphs in his blast at the|lated. Space in a newspaper, 
newspaper executives for that|/when in circulation, is but a 


resolution on rates for retailers | vehicle for a message. 

who use space to play up the Any failure, Mr. Hahn, is not 

names of magazines. the fault of the white space or 
I’m referring to his quoting that) circulation, but the words pro- 

department store executive who vided by the advertiser. 

said he could trace less than 1% Instead of blaming the newspa- 


of his sales to newspaper adver- | per, the finger of incompetence | 


tising and that he knows other | should be placed where it belongs 
stores which do not get such won- —on the person or persons re- 
derful results from newspaper ad-|sponsible for the planning and 
vertising as the space salesmen / writing of the store’s ads. 
would like to have you believe. Of course, there are factors 
So as a disinterested party with | other than the inability to use the 
no space to sell, I would like to|right selling words, which could 
have Mr. Hahn answer this one! cause the advertising to fail—such 


. 


This department is a reader’s forum. Letters are welcome. 


;as trying to get a higher price 
|than the customers thought the 
merchandise was worth; some of 
,the clerks who do not know that 
‘the war is over, but continue to 
| think that they are doing the cus- 
|tomer a favor by selling them 
_goods, or one of the many other 
| things that keeps customers away. 
| If a person has the ability to 
|be the head of a store, he should 
know how to find out if it is the 
fault of the advertising or some- 
thing else when the public does 
“not respond to the advertising. 
| If not, somebody should be 
fired! 

If Mr. Hahn believes that it is 
the business of the newspaper to 
| produce profitable results, no mat- 
| ter how the retailer uses the space, 
then he should blame the manu- 
facturer of an automobile for any 
‘failure of a salesman who uses 


Po 
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one to get to his customers. | wires, and telephone calls when 

Such a statement sounds silly,| we returned the order. We als 
but it is just as logical as Mr.|refused an order for Capper’s 
Hahn’s reasoning, because both| Weekly. I might add that we were 
the newspaper and automobile are offered color pages on both the 
used as vehicles for the circula-|Seattle and Bremerton contests, 
tion of a selling message—printed | These were offered back in June, 
ones in the newspaper and spoken | because our color for the Septem- 
ones by the salesmen. ber issue closed June 25. Your 

Mr. Hahn could do a real ser-| editorial on the subject [AA, July 
vice for the members of his as-| 14] corresponded closely with the 
sociation if he will have the fol-| way we felt about this advertis- 
lowing printed on cards for the| ing. 
retail executives to hang above 
their desks: 

Giving credit to the Associated 
Business Papers for this sound 
thinking, these quotes are taken 


CHARLES E. SWEET, 
Advertising Manager, Capper 
Publications, Inc., Topeka, 
Kan. 


a. 


from recent advertisements: 

“It’s not what you PAY—It’s 
what you SAY.” 

“Rate cards don’t fix the COST 
of your advertising .. . YOU do.” 

“The efficiency of advertising as 


Wants to Show Salesmen 


To the Editor: Your recent 
articles on Lever Brothers Com- 
pany created a great deal of in- 
terest here and we would like your 


b 
— 
és 


Richer Profits in 
Richer Norfolk Market... WTAR Speeds Up 


Sales at Lowest Listener Cost 


... Here's How: 


MORE CUSTOMERS, with more buying dollars, are ready for you in 
the Norfolk Marke-—NOW—than in 1946, or 1945, or 1944. (Sales 


Mgt's Survey of Buying Power, 1947 through 1944) 
WTAR again TOPS the nation in AUDIENCE DELIVERY, 


with the 


highest ratings of any station in any Hooper city on 6 of the 15 top 
night time shows; delivering 124.1 Hooper points in excess of 
national ratings on 10 of the top 15. (The Billboard's Continuing 
Program Study of Bonus Audience Stations, May 31, 1947) ‘'Sensa- 


tional!"'—says The Billboard. 


MORE LISTENING customers, the clock 
around, to local and national programs, 
than all other Norfolk Market stations 
combined, with listening to outside sta- 


tions practically nil. (Hooper CM, Fall- 
Winter, '46-'47) 


National Representatives: Edward Petry & Co. 


: NBC AFFILIATE 
5,000 Watts Day and 


NORFOLK VIRGINIA. 


Operator, WTAR-FM on 93.1 frequency 


Let WTAR be your partner for THRIFTY 
SELLING ... 


a mass producer of sales depends | permission to reproduce them for 
upon the efficiency of the man who| distribution to our sales force. We 
writes it.” have done this in the past with 

Given market and circulation— | various stories that were valuable 
words govern final results. for our men. 

Howarp HANNEGAN, The layout that we would like 
McKeesport, Pa. | to use is one leading off with “Re- 
printed From” and then use your 
heading just as it appears. Below 
that come the articles covering a 
double sheet, front and back. The 
reproduction method would be 
planograph since we would make 
so few of them. 

I am enclosing a rough of the 
layout for you to look over. | 
hope that this project meets with 
your approval because we feel 
that this article will prove most 
interesting to the salesmen. 


WILLIAM P. BLACK, 


Sales Promotion Department, 
Lever Brothers Company, 
Cambridge, Mass. 


3% 


- we 


Vick Gives Druggists 
‘Time-Price’ Story 

To the Editor: Please tell The 
Creative Man’s Corner that our 
pony earns his oats, too. 
ef The hurdle most advertisers 

don’t seem to be able to get over 

Of One Thing or Another is how to tell the same old story 
| To the Editor: Congratulations |°f Profit and turnover in a new 
on your pictorial page, issue of | 4d different way. 
‘Aug. 11. There isn’t a glass in| Here are a few ads from a 
‘sight. Are all advertising men | trade campaign that not only per- 
| imbibers? 
J. H. NEWMARK, 
| Papaya Research Labora- 

tories, Miami, Fla. 

[There are a couple of glasses, | 
which Mr. Newmark can’t be| 
|blamed for missing. But there 
| aren’t any at all on the Aug. 18) 
pictorial page. ] | 

| 


‘Vel, It’s Special 
To the Editor: What is Vel?... 
| You have three guesses. 


CHARLES MACKENZIE, 
New York. 


Likes the Trend 


of ‘Salesense’ Series 
| To the Editor: I want to add) 
'my thanks for the series “Sale-| 
sense in Advertising,” which you | 
|}are running in ADVERTISING AGE. 
Too often, articles on advertis- 
| ing deal too much with type, lay- 
out, copy technique, etc. 
| Congratulations on offering this 
| series which deals so excellently 
| with what advertising must do to 
| pay its way. 


| a 
| 


suaded druggists to display more 
Vick products, but told the “story” 
of nationally-advertised brands in 
a completely new way. 

We developed the concept of 
'time-price to emphasize to the 


° ° druggist how little time he spends 
Capper Publications |actually selling nationally-ad\ er- 


Refuse Contest Copy 'tised brands in comparison with 
To the Editor: Correction,| Push” brands. And, of course. \ 
please!!!!! ‘impress him with the fact tha! 
My attention has been called to| Vick products were no slouches 
a story in ADVERTISING AcE, July | the cold remedy field. 


OrvVILLE E, REED, 
Howell, Mich. 


> me 


14. headed, “$100,000 in Ads| The enclosed ads are from as! 
Backs Two Puzzle Contests in| Year's campaign which ran 
West.” At the very bottom of the Drug Topics, American Drug 


second column it states that “in-| NARD Journal and Chain S 
itial copy has been placed with the Age. The campaign was succes 
Pictorial Review eastern group, enough to cause us to continu 
Household .. .” this year. 

Copy has not been placed with 
Household, although we received 
an order for a full page in four 
colors and we received letters, 


J. E. McCuure, 
Assistant Merchandisi 
Manager, Vick Chemica 
Company, New York. 
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Kimball Adds Accounts 


Abbott Kimball Company, Los 
Angeles, has been appointed to 
handle advertising for W. R. 
Woodward, Los Angeles, manu- 
facturer of women’s blouses, and 
Miss Pat Company, a division of 
Woodward, maker of children’s 
dresses and blouses. Trade and 
consumer media will be used, with 
direct mail and merchandising | 
campaigns. 


Texas to Get New 
Sunday Magazine 


San AntTonio—The legends, 
folklore and history of southern 
and southwestern Texas will be 
the backbone of the San Antonio 
Express’ new tabloid-size maga- 
|zine section, scheduled to make its 
debut with the Sunday Express 
on Oct. 5. 

The locally-edited magazine 
will be printed by Standard Grav- 
ure Corporation, Louisville, with 
full-color pages, duotone and 
monotone. 

Julian B. Cross and W. W. Wat- 
| son have been named editor and 


Station KOLO Appoints 


Station KOLO, Reno, Nev., has 
appointed Western Radio Adver- 
tising, San Francisco and Los An- | 
geles, as Pacific Coast representa- 
tive. 


=& cu se 
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advertising manager, respectively, | 
of the new publication by the Ex- 


press Publishing Company. FIRST 
— Ao among all 
Uses Television major 
Ryan’s Army - Navy Surplus | TRADE 
Supplies, through Stewart-Jordan | PAPERS 


Company, Philadelphia, is using | 
30-second time spot commercials | 
on Tuesday nights over Philco’s | 


in percentage 
of advertising 


television station, WPTZ. gained in 
rahe | 1947 
Appoints Rowen Agency | v 
Jackson Avenue _ Association, | THE SPORTING GOODS 


Jersey City, N. J., has placed its | 
advertising with Julius J. Rowen 
Company, New York. Newspapers, | 
direct mail, car cards and tected 


DEALER 


2016 WASHINGTON AVE., ST. LOUIS 3, MO. 
advertising will be used. 


Where are ft 
WHERE IS TEXAS’ ? 
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em for > Oval-E SERVICE STATION 
oe. We NEW EMBLEM—Carter Oil Co.'s sum- 
st with mer ad campaign is using a tie-in with 
aluable highway safety to promote familiarity 
with its new Oval-E service station 
ld like identification signs. 
th ‘‘Re- Sa re a 
* ' B@Carter Oil Uses 
ering « @Safety Slant to 
ia °° Plug New Emblem 
Tutsa—Carter Oil Company 
of the M#here is using a safe-driving cam-_ 
ver. I M%paign to promote consumer rec- | 
ts with Hfognition of its new marketing | 
ve feel Hiemblem, the ‘“Oval-E.” 
re most Marketing in nine mountain and 


¥ northwestern states, the company 


cK, since June of last year has been 
ment advertising to increase the fa- 
any miliarity of its new emblem, and 
id to place it in a competitive posi- 
tion with oil marks of long stand- 
ing. 

ts The new drive, in cooperation 
| with the President’s Highway 
Safety Committee and the National 
ell The BBSafety Council, is the logical ex- 
hat ourf™tension of this program. Copy fea- 
tures traffic signs, stressing the 
yertisers Himportance to motorists of observ- 
set over Ming highway markers for safe 
ld story motoring, and follows’ through 
a new @with the suggestion that motor- | 
ists should also heed the Oval-E 

from a (sign for happy motoring. 
nly per- Scheduled to continue until mid- | 


September, ads range from 500 to 
725 lines in size, and appear in 
about 100 newspapers in Carter’s 
marketing territory, supported by 
poster showings, spot radio, state 
farm magazine copy, and point- 
of-sale material and booklets. 
Abbott Kimball Company, Kan- 
sas City, is the agency. 


Grocery Store Products 
Promotes D. N. Givler 


Grocery Store Products Com- 
pany, New York, has elected D. N. 
Givler vice-president in charge of 
production. For 


| 
15 
wr 
Lh 


ee 


advertising man- 
ager, and before 
that was in 


company’s’ cen- 
ay more tral and western | 
e “story” divisions, which 
« in included opera- 
_ tion of the Foulds | 
er and Gold | 
P macaroni prod- 
to the 0. N. Givler ucts plants. in 
ie spends “S Angeles and Libertyville, I11. | 
y-ad\ er- In his new position, Mr. Givler | 
son with upervise the production of | 
‘ourse. t ‘n_ Bouquet, Union City, 
fact that B in B Broiled in Butter 
hes in ‘ush'rooms, West Chester, Pa., 
yucnes * ream of Rice, New Orleans, 
‘ ; ll as the Foulds and Gold 
from .as mec macaroni products. 
ran 
Drug : e ¢ 
in S eis Television Account 
succes \. onial Television Corporation, 
yntinu Y., manufacturer of 
television receivers for in- 
uuon in bars, grills, social 
— etc., has placed its adver- 
ndisin with J. L. Purnies & As- 
mica tes, Mt. Vernon, N. Y. Di- 


the last year, Mr. | 
Givler has been) 


charge of the) 


mail and trade publications 


be used. 
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25,000 To 


500,000 
500, 000 
250,000 
100, 000 
590, 000 


The Dallas market area—where no other 
metropolitan newspaper challenges The News’ 
circulation leadership—is less than one-tenth 
of Texas’ area. 


Yet it has nearly one-fourth of Texas’ 
population. 


Nearly one-fifth of Texas’ farm income. 


It has more rail lines, more highways, more 
automobiles than any other section. And—it is 


growing at record-breaking speed. 


This Dallas-Northeast Texas area is by far 
the most highly developed, richest, best inte- 
grated market area in Texas. And that’s say- 


ing plenty. 


he People? 


WEALTH AND POPULATION 
Dallas Market Area. 


™=” THE WAR BROUGHT 

©), A MILLION NEW PEOPLE 
TO—OR THROUGH—THIS 
SECTION. MANY OF THEM 
STAYED OR CAME BACK 


Here is a triple-star market, effectively cov- 
ered by one newspaper of world- famous pres- 


tige and reader acceptance. 


| Dallas, and The Dallas News, are vital spots 


in any advertising plan that looks to the great 
Southwest for bigger sales. 


} ts O:OQO ™ 


© DALLAS MARKET 
And A Big Day Ahead! 


he Dallas Morning News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA 220 kc. WFAA so 


KERA Fu 


vex eran Beem "| ppv 
\, Boe Ded —— ——?, “ * AMERICAN 
+ NEWSPAPER 
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John B. Woodward, Inc. 
Representatives 
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Bendix to Boost 
Radio Promotion 


BALTIMORE — Bendix radio ad- 
vertising in the next 12 months 
will be _ substantially increased 
over the past year, according to 
J. T. Dalton, general sales man- 
ager for radio and television of 
Bendix radio division, Bendix 
Aviation Corporation. 

At a meeting of Bendix dis- 
tributors here last week, he said 


additional publications will be 
used in the drive starting next 
month. In the ’46-47 season, Ben- 
dix ran full-color pages in Better 
Homes & Gardens and Woman’s 
Home Companion, and two-color 
ads in Collier’s, Life and The 
Saturday Evening Post. Bendix 
spent about $240,000 in those 
magazines. 

Bendix distributors, Mr. Dalton 
revealed, are booking broadcasts 
of “Real Moments of Romance,” 
transcription show featuring songs 


by Johnny Thompson. More than 
300 stations will be used for the 
Bendix broadcasts. 


To Moser & Cotins 

Moser & Cotins, Inc., Utica, 
N. Y., has been named to handle 
the advertising of the lawn mower 
division of Savage Arms Corpo- 
ration, Chicopee Falls, Mass. The 
agency now handles all Savage 
advertising, including Savage, 
Stevens, Fox and Springfield rifles 
and shotguns and Savage _ ice- 
cream cabinets. 


Loffler to Join KWWL | 


Gene P. Loffler has resigned, ef- 
fective Sept. 1, as program direc- 
tor of Station WNAX to become 
program director and director of 
the artist’s bureau of the Black- 
hawk Broadcasting Company’s 
Station KWWL, Waterloo, Ia. 


Moves PR Office 


American Airlines has moved 
its public relations office to newly 
enlarged quarters at 59 E. Monroe 
St., Chicago. 


Photo Courtesy of ANSCO 


Cameras and Films 


Consolidated Coated — 


« 


SLA COM SIN & 


Papers } 


Most readers of LIFE MAGAZINE will recall the 
recent ANSCO CAMERA advertisement in which 
the above photograph was used. Realistically 
picturing a difficulty every golfer has experienced, 
it could hardly be forgotten. 
Interesting photographs, in black and white 
and full color, have helped build LIFE’s amazing 
circulation and advertising effectiveness. To in- 
sure proper reproduction of both advertising 


At'N OFFICTS 
WISCah tN 


APiDS, 


PRODUCTION GLOSS 
MODERN GLOSS 


this outstanding weekly. 


and editorial material, substantial quantities of 
Consolidated Coated Papers are used regularly by 


Many other publicatiéns . » + and an impres- 


sive list of prominent advertisers . . . specify 


printing need. 


Fiwe Abaco ain 


Consolidated Coated for finer printing results. 
Manufactured in weights down to 45 pounds, 
Consolidated Coated Papers meet almost any 


ee 
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Crowell-Collier 
Tells Its History 
in Employe Book 


SPRINGFIELD, O.—Crowell-Colliey 
Publishing Company has com. 
pleted a big expansion of its 
printing plant here and, on the 
70th anniversary of its founding 
has published a booklet for em. 
ployes telling its history. 

The Springfield plant, covering 
a city block and employing 2,795 
employes, turns out about 20,000. 
000 magazines a month—nearly 
1,000,000 each workday. It make; 
2,975,000 copies of Collier’s week. 
ly, 3,815,000 copies of Woman’ 
Home Companion monthly and 2, 
585,000 copies of American Maga. 
zine monthly. 

The booklet points out that 
Crowell-Collier had its origin 
here, first publishing Farm & Fire. 
side in 1877. Eight years later it 
launched Woman’s Home Com- 


Advertt. 


panion, “originally called Ladies; {NEWCO 
Home Companion.” In 1911 thefAyer In 
company, then Crowell Publish. *"@PP' 
ing Company, bought American 2°99® ‘ 
Magazine. For a time the com- 


pany published The Mentor, de- 
voted to travel and the arts. 


All in One Plant 


Crowell purchased Collier’s 
Weekly in 1919, along with the 
book publishing business of P. F. 
Collier & Sons. Collier’s quickly 
made spectacular progress. Farm 
& Fireside was renamed Country 
Home in 1930, when it had a 1, 
825,000 circulation. It was dis- 
continued in 1939. 

The booklet also contains pho- 
tographs showing nearly all stages 
in publishing the magazines. “To- 
day,” it asserts, “Crowell-Collier 
has what is considered the best- 
balanced magazine publishing 
business in the world. Turning 
out a million magazines every 
working day, Crowell - Collier 
prints no magazines except its 
own—and every page is produced 
in the Springfield, O., plant.” 

It points out that Metropolitan 


SALES § 
Wheat i: 
a few ye 


Life Insurance Company will (seated) 
build a new office for the com-Bi Richard | 
pany in New York to_ housefcific Coz 


Crowell-Collier’s editorial, execu- 
tive and head advertising offices 


Maps New Publication 


The Wisconsin Apparel Manu- 
facturers, Inc., state association of 
apparel and accessories manufac- 
turers, will issue a 16-page tab- 
loid publication for buyers, to be 
known as “The Wisconsin Apparel! 
News,” containing pictures and 
news stories highlighting the ap- 
parel and accessory items pro- 
duced in Wisconsin. Styled in 
newspaper format and published 
four times a year, the first issue 
is scheduled to appear in Sep- 
tember. 


‘Better Homes’ Celebrates 


Better Homes & Gardens, Des 
Moines, will celebrate its 25th an- 
niversary with a 256-page Sep- 
tember issue, an all-time high in 
the number of pages, color inserts 
and advertising linage. Founded 
by the late E. T. Meredith in 1922 
the magazine was called Frutt, 
Garden & Home. It was given Ils 
present name two years later. 


les a 

Joins Gordon Day 
, Luise Johnson, formerly a copy- 
writer with Abraham & Straus 
has joined the New York office & 
| Gordon M. Day Radio Advertising 
| Service to specialize in retal 
| radio advertising, commercia's 
|} used cooperatively by dealers ane 
manufacturers and musical com 
|mercials for cosmetic advertisers 


To Beaumont & Hohman 


Marjorie Perry, formerly wi" 
Butler Parker & Newlin, Port:an¢ 
Ore., and previously with ° 
Cann - Erickson, has _ been 
pointed production manager 0! 
Portland office of Beaumon' 
Hohman. She succeeds Fra 
| Raven, resigned. 
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— ALL SET—Now the ball point pen user THE RULES—The Borden Co. will use this full-color page in magazines next 
, ' . can change his mind. This Venus ball month to start off a $25,000 contest to name the new calf which has joined. 
Py > pen eraser is being marketed by Amer- Elsie, Elmer and Beulah (AA, Aug. 18). Young & Rubicam, New York, is han- 


ican Lead Pencil Co., Hoboken, N. J., dling the magazine advertising, with Kenyon & Eckhardt in charge of radio 


is dis- maker of Venus pens and pencils. promotion. 
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Turning 

every 


Collier 
ept its 
7 SALES STORY—A Minneapolis sales meeting was told that more Cream of 
spolita Wheat is now sold during the summer than was sold during the winter months 


. Ina few years ago. Shown here with a character who starred at the meeting are 

y WIITM \seated) Daniel F. Bull, president of Cream of Wheat Corp., and (standing) 

© COM-BR Richard P. Weinrich, eastern division sales manager; William M. MacFeely, Pa- 
house cific Coast sales manager, and John Cornelius, executive vice-president of Bat- 
execu- ten, Barton, Durstine & Osborn. 


offices. 
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Manu- 
ation of EMPLOYES HEAR TALK ON AGENCY PROCEDURE—Albert R. Scherer (left), vice-president of McCann-Erickson, uses 
anufac- a chart during a panel discussion of agency operation with Roy Dickey, dean of Chicago copywriters, and Sidney A. Wells, 
ige tab- vice-president and creative director (center, facing class). Employes of the Chicago office are attending an eight-month 
‘s, to be series of meetings at which department heads explain the details of their work to the entire staff. 
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Achievement Placques 


The B. F. Goodrich Co. plocque features a special 


panel for carrying the individual dealer's name. 


This handsome K. C. $. molded milwood achievement 
plocque, 8%, x 13°, serves as an ideal goodwill 
builder among the sales and dealer organizations. 
Detail-embossed to depth of %°; hand-burnished in 
realistic bas-relief, two-tone gold. 


K-C-S also offers o complete line of out- 
standing dealer and point-of-sale dis- 
plays in wood and molded plastic — 
oll created and produced under one roof 


Your inquiry is invited 


-KIRBY-COGESHALL-STEINAU CO. 


JACKSON at EAST CLYBOURN- MILWAUKEE 2, WIS. 


Six Appoint Lunke 


James R. Lunke & Associates, 
| Seattle, has been appointed to) 
| anes the advertising of Golden 
|Grain Macaroni Company (Pacific | 
|Northwest division); Jorgensen’s | 
|Danish Bakeries, Inc., Seattle; 
| Funeral Service Association, Inc., 
Seattle; Northwest Furniture, 
Manufacturers’ Association; In-| 
dustrial Training Institute, Chi-| 
cago, and Tatt’s Men’s Wear, Se- 
attle. 


a | 
Elects Raymond Kasser | 


Raymond H. Kasser has been 
elected to the board of directors 
of Kasser Distillers Products Cor- 
poration, Philadelphia. He will! 
retain his position as vice-presi- 
dent of the “House of Kasser” and | 
will continue to direct the adver-| 
tising and merchandising for the 
corporation. 


Appoints Honig-Cooper 

Permanente Foundation Hos- | 
pital, Oakland, Cal., has appointed | 
Honig - Cooper Company, San. 
Francisco, to direct its advertis- 
ing. 
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You have to touch all the bases when you sell to 
hospitals. The superintendent confers with his de- 
partment heads constantly, and depends upon their 
specialized knowledge when it comes to buying. He 
respects their wishes, too, for they and their associ- 
ates are the ones who have to use whatever is bought. 


Your salesmen will tell you each -sale to each 
hospital has to be tailor-made. The purchasing agent 
in one hospital may have no counterpart in the next 
town. There your salesman may have to sell the 
supervisor of nurses, the pharmacist, the housekeeper. 
or the superintendent. 


Because hospitals are such complex institutions. 
your advertising to this market is important. It can 
help your men greatly. With many people to sell, 
it can break down a lot of resistance, and make your 


line well-known before your salesman makes his call. 
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| 70 HOSPITALS 


| LIGHT HEARTED—This New Yorker- 


| Group, Fawcett Women's Group, 
| Good Housekeeping, Ladies’ Home 
Journal and Macfadden Women's 
Group. S. E. Roberts, Inc., Philadel- 


Sd 


—_— 
— Li whore did she gt 
the Fels Napstha Soap? 


When you are ‘sunk’ with washing work 
try Fels-Noptho Soap. It's a real ! 
= 


“Weashdoy Life Sover.” SS 


eS 
Fels-Naptha Soap 


BANISHES TATTLE-TALE GRAY” 


pitched copy for Fels-Naptha soap 


| will amuse readers of August issues of | 


Grit and The Saturday Evening Post, 
and September issues of Better Homes | 
& Gardens, Cosmopolitan, Dell Modern 


phia, handles the Fels & Co. account. 


Allergy Fund Has 
$1,500,000 Budget 
for 2-Year Drive 


CLEVELAND — The year-old 
American Allergy Fund has an- 


HospiraL MANAGEMENT can take your copy to 
everyone in the hospital who influences purchases— 
to many people your salesman may never have 
thought of calling upon. For years HosprraL Man- 
AGEMENT has promoted multiple-readership of each 
hospital subseriber’s copy. with the result that a 
survey of superintendents shows that 74% of them 
route their copy to their department heads. 


We have produced a 24-page booklet called “Touch- 
ing All the Bases” which tells you of the importance 
of multiple readership in the hospital, which we 
shall be glad to send you without charge. Send for 
your copy today, and learn why Hosprrat MANAGeE- 
MENTS balanced editorial program of practical arti- 
cles, a real news service, and its departmentalized 
makeup, has made it the hospital publication with 
the largest net paid hospital circulation in the United 


States, -~-2 


SPttspital 
Viana tamer 


jement 


100 E. OHIO STREET, CHICAGO 11 


The Only 


Hospital Publi- 


ARP cation which is a member 


of both the 


{BC and ABP 


nounced it will spend’ $1,500,000 
in the next two years on educa- | 
tion and research to combat the} 
|mysteries of hay fever, asthma, | 
| migraine and other allergic con- 
ditions. 

The organization is offering 

grants of up to $3,500 a year to in- 
vestigators in the biological sci- 
ences. Numerous large manufac- 
turers whose employes are in- 
capacitated by sensitivity to 
metals, lubricants and other ma- 
terials are supporting the drive. 
| Major pharmaceutical and cos- 
|metic firms are also cooperating 
with the fund, because many peo- 
ple are allergic to various drugs, 
| soaps and cosmetics. 
The fund has already begun its 
|public education program with 
distribution of educational litera- 
ture, radio broadcasts, ete. Dr. 
Jonathan Forman, editor, Ohio 
| State Medical Journal, is presi- 
'dent of the fund. 


Shwayder Ups Gelman 


resentative with headquarters in 
San Francisco, has been named 
western sales manager in charge 
of Samson sales for Shwayder 
Bros., Inc., Denver. He will help 
promote all western sales of Sam- 
son all-purpose folding tables and 
Samson spring seat cushion com- 
| fort folding chairs. 


| Gets Felt Account 


Western Felt Works, Chicago, 
_ manufacturer of felts for con- 
sumer and industrial uses, has 
moved its account from Evans As- 
sociates Company, Chicago, to 
Burton Browne Advertising, Chi- 


cago. 


McKinsey, Kearney & Co., Chi- 
cago, management consultant, has 
changed its name to A. T. Kear- 
ney & Co. Personnel will remain 


the same. 


Jerry Gelman, West Coast rep- | 
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Film Firm Helps 


15 Disc Jockeys 


Form Association 


Cuicaco — A $10,000 publicity 


stake by a movie company has 
spawned a national association of 
disc jockeys. 


About 75 of the platter turners. 
meeting here at the expense of 


Universal - International Pictures 
have formed the National Associa: i 


tion of Disc Jockeys. Several at- 
tempts to form such an associa- 
tion in the past had failed. 
Those attending the convention 
here included leading disc jockeys 
from stations throughout the 
country — including five-year-old 
Robin Morgan, who conducts a 
children’s record program on 
WOR in New York. Officers were 
elected, and all at the meeting 
agreed to form committees of one 
to recruit additional members, 
There are said to be more than 
3,000 disc jockeys in the nation. 


Tells Universal’s Interest 


Although a code of ethics and a 
platform are yet to be drawn, 
chief purpose of the association 
will be to improve the caliber of 


|record programs, gain additional 


recognition for disc jockeys and 
aid in public service drives such 
as the Damon Runyan cance! 
fund drive. 

Officers of the association are 
Harry Gray, of WOR, chairman 
Hugh Douglas, WCFL, Chicago, 
vice-chairman, and Bill Leyden, 
KMPC, Hollywood, secretary. Di- 
rectors include June Merrill, 
WENR, Chicago; Fred Robbins, 
WOV, New York; Bill Baldwin, 
KSO, Des Moines, and Brooke 
Taylor, WJW, Cleveland. 

Mr. Douglas, who is credited 
with the origination of the idea to 
form the association, emphasized 
that Universal - International's 


| only connection with the associa- 


tion was in sponsoring the first 
meeting for publicity purposes 
connected with a new Deanna 
Durbin film, and that such con- 
/nection ended with the conclusion 
|of the one-day organizationa! 
| meeting. 

| 

| To Publish ‘Inside Groove’ 


| He told AA that Universal's 
| representatives first discussed the 
|association with him when they 
|were explaining that the film, 
|\“Something in the Wind,” fea- 
tures Miss Durbin as a dis¢ 
|jockey. They agreed, he said, 
‘only to pay expenses of those at- 
| tending the first meeting. 

| Invitations were sent to leading 
|disc jockeys and to managers of 
|major stations to send jockeys 
| Nearly all those invited attended 
'or sent representatives and, Mr 
Douglas said, unanimous agree- 
ment was reached at the (first 
meeting to form a permanent as- 
sociation. 

Dues for disc jockeys wil! be 
$10 a year. All members wil! re- 
ceive a monthly publication, ‘In- 
side Groove,” containing news 0! 
records and recording artists. | 
will contain no advertising. A” 
annual poll will be conducted 
among all members as to the bes! 
records and artists of the yeer. 

Mr. Douglas pointed out ‘ha! 
since members are in the Aner!- 
can Federation of Radio Artists 
the new organization will steé 
clear of any wage or other mat 
ters coming under Afra aegi 


Appoints Funt-Golding 

Funt-Golding, Inc., New Yrs 
has been appointed to handle ‘"* 
advertising of Verlinda Frocks 
Inc., manufacturer of g 
dresses. Consumer magaz 
trade publications and direct ! 
will be used. 


Advertis 
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EXTRA! FLASH! EXTRA! 
===) THE ANTLINFLATION TIMES [=== 


Lower Your Cost of Living 


THIS FRIDAY AND SATURDAY AT SCHMIERER'S 


ee 
on Any Purchase Over 5 Cents in Every Department 


0 LIMIT ON PURCHASES-BRING YOUR OWN TRUCK 


Scilur STORE —- 


THE DRUG STORE THAT SAVES YOU MONEY- 6!" & COM 


DIVIDEND — Schmierer Drug Store, 

Atchison, Kan., used this page in the 

Atchison Daily Globe to offer custom- 

ers a 10% cash dividend on any pur- 
chase over 5 cents. 


British Ad Group 
Would Eliminate 
Medicinal Copy 


LonpDoN—The British Advertis- 
ing Association is serious about 
“cleaning up” medicinal copy. 

Disclosure that, in the month of 
June, no less than 130 newspapers 
printed a proprietary ad, despite 
a blacklisting by the association 
and the Newspaper Proprietors 
Association, has stirred the group 
to issue a new unified code on 
such advertising. 

The new code, it is said, will 
remove ambiguities in the present 
set of standards, and is expected 
o “purge” the press of a type of 
copy which “does advertising a 
disservice.” 

In commenting upon the ad in 
question, Advertiser’s Weekly de- 
clared that there is an “inherent 
weakness in any system that re- 
lies on the voluntary cooperation 
of the parties concerned .. . there 
is always a minority that elects to 
be a law unto itself. 

“Where does the remedy lie? It 
is easy to argue that all publica- 
tions should be compelled to con- 
form to decisions taken by their 
associations, but such a remedy 
would be worse than the disease. 

“There is only one alternative, 
other than the legislative control 
of patent medicines advocated by 
the Pharmaceutical Society, and 
that is a crusade to bring the new 
code, and the reasons for it, to the 
notice of all concerned. 

“It is only by such resolute de- 
termination to remove an ad- 
mitted defect that advertising can 
place itself in a position to face its 
critics with unreserved self-con- 
fidence.” 


Time’ Construction 
Tough on Agencies 


Robert W. Orr & Associates, 
New York agency, will move to 
new offices at 4 W. 58th St. on 
Ma rch 8. The agency, now located 
n the Hotel Marguery, 270 Park 
Se , is one of several which will 
be displaced when Time, Inc., 
‘tarts construction of its own 
Sul'ding at that location. 
_ The others, which include Sul- 
ivan, Stauffer, Colwell & Bayles; 
. Duke & Tarleton and Gaha- 
fa Turnbull & Co., are still sit- 
Ng tight, with the understand- 
ig that they will have about six 
hs’ grace before Time goes 
1 with demolishing the build- 


Stert PR Seminar 


e Southwest Institute of Pub- 
elations, an evening seminar 
usiness executives, will open 
15 at the Hotel Jefferson, 

Leo W. Allman, formerly 
tian Science Monitor foreign 
Spondent and director of 
ic relations at the University 
Vichita, is director, and Dwight 
‘lackard, president of the Pub- 
‘elations Institute of Texas, is 


oe 


Dallas. 


Opinion Research 
Meeting May Form 


New Association 


World, U. S. Groups 
Likely to Emerge 
from Williams Parley 


New York — Delegates to the 
second International Conference 
on Public Opinion Research, 
which will convene at Williams- 
town, Mass., on Sept. 2-5, will 
consider the establishment of a 
national and an international as- 
sociation, and will discuss the pos- 
sibility of setting up standards of 
research. 

At the opening dinner session, 


Sept. 2, William Benton, Assistant 
Secretary of State, will speak on 
“Public Opinion and World Af- 
fairs.” 

At a business meeting sched- | 
uled for the morning of Sept. 4, | 
the group will discuss policies and 
a program for a new national or- 
ganization, and will thrash out 
the difficulties of standards con- 
trol by such an organization and 
the desirability of an “approved 
list” of polls. 


Two Roundtables Planned 


This problem of polling will be 
taken up on Sept. 3, when Rensis 


Center of the University of Michi- 
gan, and Ralph O. Nafziger of the | 


Polling in Different Countries” 
and “Problems of State and Local 
Polling.” 

Various aspects of polling 


Opinion Research Center; 
Jensen, Iowa State College, and 
Jean Stoetzel, Institut Francais 
d’Opinion Publique; and state and 
local polling will be dissected by 
Alfred M. Lee, Wayne Univer- 
sity; Jane Shepherd, Washington 
Post, and Paul H. Trescott, Phila- 
delphia Bulletin. 

Hadley Cantril of Princeton 
University will be chairman of a 
roundtable session later that day 

1 “Psychological Errors” in poll- 
ing. 


Albert B. Blankenship, 
Analysts, Inc., will be chairman 
ity and Reliability,” and Philip M. 
Hauser of the U. S. Department of 
Commerce will lead a panel on 
“What Is the Effective Public 
Opinion Universe.” 

At an evening session Sept. 4 
on “Polling and the Political 
Process,’ Stuart Chase will act as 
chairman, 
ing of Archibald M. Crossley, 
George H. Gallup, Paul F. Lazars- 
feld and Elmo Roper. 
Wilson of Columbia Broadcasting 
System will act as chairman of 
a morning discussion Sept. 5 on 
“Surveys of World Opinion.” 

At a final noon session on Sept. | 
5, the group will hold an organi- 
zation meeting for an _ interna- 
tional association. 


Coast Agencies Merge 


M. Andre Advertising, Los An- 
geles, has merged with Ernest N. 
George Company, Los Angeles. 
Marie Andre has been made vice- 
president of the George agency, 
and will continue to service her 
formev accounts. 


Lippincott Appointed 

J. Gordon Lippincott, head of 
the New York industrial design 
firm bearing his name, has been 
appointed packaging consultant on 
the research committee of the 


‘late editor. 


ETE 


Frozen Food Institute. 


| 


Likert of the Survey Research | 


University of Minnesota will be. 
chairmen, respectively, of a round- | 
table discussion of “Problems of | 


in | 
different countries will be dis- 
cussed by Herbert Hyman, National | 
a 


On the afternoon of Sept. 4,| 
National | 


of a discussion on “Coding Valid- | 


with a panel consist-| 


| 


| 


Elmo C.| 


PERCENTAGE OF FARMS 
HAVING ELECTRICITY* 


Subscribers to Wisconsin 
Agriculturist 153 


an 


U.S. 100 


Index based on U. S. average 


Farms hooked up to power 
lines are bigger users of 
electrical appliances and 
equipment. Electric power 
also means bigger potential 
earning capacity and greater 
requirements for manufac- 
turer's products of all kinds. 
*Source: Special tabulation from 1945 


Census of Agriculture made by 4he 
Bureau of the Census at expense of 


Wisconsin Agriculturist. 


with 

MOF ARMS 
that have 

ELECTRICITY 


Here’s the Easy Way to Sell 
Wisconsin's Best Farmers 


Interested in winning America’s biggest and best 
dairy market as a market for your product? Con- 
sider “‘what kind?’’ as well as “how many?” in 
determining the Wisconsin farm homes you want 
to reach. To reach the best farmers as well as the 
most farmers, use Wisconsin’s farm business paper, 
Wisconsin Agriculturist and Farmer. Not only 
does Wisconsin Ag reach better than 90°; of the 
farms in Wisconsin, it goes to the modern, progres- 
sive type of farmer who makes more, needs more 
and who represents your best potential market. 
Get big circulation plus good circulation in a 
market you can’t pass up! 


4 FARM FAMILIES 


EVERY 10 wiscON>' 


WISCONSIN 


AGRICULTURIST AND FARMER 
DANTE M. PIERCE, Put 
acai RACINE, WISCONS 
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The HOSIERY Industry 


RETAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry exclusively 


KNIT GOODS WEEKLY 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


To Resume Chen Yu Drive 


The first magazine advertising 
for Chen Yu lipstick, nail lacquer 
and make-up since the ownership 
|of Associated Products changed 
hands this summer, will run next 
fall in Cosmopolitan, Harper’s Ba- 
zaar, Redbook, Vogue and Wom- 
an’s Home Companion. Arthur 
Meyerhoff & Co., Chicago, handles 
| the Chen Yu account for Associ- 
} ated. 


Most Grocers 
See Rosy Future; 
Volume Up 22% 


CuHIcAGo — Independent grocers 
did 22% more business in the first 
half of 1947 than in the same six 
months of last year, a survey by 
the National Association of Retail 
Grocers shows. 

A large majority of grocers 
questioned voiced much optimism 
for their business future. Nearly 
six out of seven replied that they 
are stocking more nationally ad- 
vertised products than before the 
war, and many indicated that they 
will continue to increase the 
amount of such goods because of 
customer demand. 

Eighty-seven per cent of the 
independents said they are retain- 
ing the new customers they gained 
during the war years. One out 
of 10 reported losing new cus- 
tomers for various reasons, and 
3% are losing only a few cus- 
tomers. 

Eight out of nine believe their 
future is rosy. Of those less op- 
timistic, half are undecided as to 
their business prospects and the 
others feel the future unpromising 
because of general business con- 
ditions, increased competition and 
other factors. 


Baker Joins Thermos 


Earl C. Baker, formerly with 
United Cigar-Whelan Stores Cor- 
poration, has been named assist- 
ant to the general sales manager, 
Ameri:an Thermos Bottle Com- 
pany, Norwich, Conn. 


Starts Agency Service 


R. A. Hill Company, Philadel- 
phia public relations firm, has be- 
gun a special public relations ser- 
vice to assist medium and small 


advertising agencies. 


WHERE THE 


for each year? 


Station KSO, Des Moines 


Cedar Rapids Gazette 


Sioux City 


lowa is a traditionally rich state. 
how rich? Do you know how its per capita income 
compares with the rest of the country? How many of 
its farms have crops worth over $10,000 annually? 
Seven times as many in 1944 as in 1939, but how many 


Questions like this are easy to answer when you 
have a copy of Advertising Age's 1947 Consumer 
Market Data Book before you. 
totalled nearly a billion and a quarter in lowa last 
year—about 2!/, times what they were in 1939. 


lowa is worth studying. And while you're studying 
its market possibilities, you can find media data on 
how to reach its people—in the Consumer Market 
Data Book. See what these media have to say: 


Des Moines Register and Tribune 


Station KCRG, Cedar Rapids 
General Outdoor Advertising Company, 


YOUR SALES SHOULD BE 


TALL CORN 


But do you know 


Farm products sold 


General Outdoor Advertising Company, 
Cedar Rapids 
General Outdoor Advertising Company, 


Davenport 


Because it is detailed, complete, authentic, and easy to 
use, the first place to look for market information is in 
Advertising Age's Consumer Market Data Book. 


Station WHO, Des Moines 
Station KMA, Shenandoah 


HIGH 
x, GROWS! 


Advertising Age’s 
CONSUMER MARKET DATA BOOK 


100 EAST OHIO STREET, CHICAGO + 330 WEST 42nd STREET, NEW YORK 


Advertising Age, August 25, 1917 
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6 GAIN AND LOSS PERCENTAGES —52 CITIES @ 
MONTH ae a = 
| JUNE 1947 - 1946 Loss 1 
Perna koto OB 10 = i Rs ae ee 50 
RETAIL 16.9 | 
GENERAL 21.7 
AUTOMOTIVE 88.8 
FINANCIAL 4.6 
TOTAL DISPLAY 19.9 
CLASSIFIED 14.0 
TOTAL ADVERTISING 18.5 
DEPARTMENT STORES | 11.3 
ACCUMULATIVE 
JAN, 1-JUNE 30,1947-1946] LOSS eae er) i = | 
a... Lan! © 10 ee 
RETAIL 16.7 | 
GENERAL 17.9 if 
AUTOMOTIVE 80.8 
FINANCIAL rii.t 
TOTAL DISPLAY 18.2 
CLASSIFIED 15.7 
TOTAL ADVERTISING 17.6 
DEPARTMENT STORES | 12,3 


AUTOMOTIVE LEADS AGAIN—The automotive linage classification kept its 
lead in Media Records’ tabulation of June newspaper advertising linage in 52 
cities, with a gain of 88.8%, compared with June, 1946. General was next, with 


a gain of 21.7% over June a year ago. 


In the six-month period, Jan. !-June 30, 


automotive was 80.8%, ahead of last year, and runner-up was total display, with 
a gain of 18.2%. 


| which has 


Chiropractors 
Plan $500,000 
Promotion Drive 


OmaHa—A $500,000-a-year ad- 
vertising and public relations pro- 
gram has been adopted by the 
National Chiropractic Association. 
The chiropractors, at their annual 
convention here, decided to spend 
about $2,500,000 on the campaign 
in the next five years. 

W. W. MacGruder, Inc., Denver 
agency, which presented an out- 
line for the program at the meet- 
ing, has announced that initial 
copy will break next month in 
The American Weekly, Parade, 
Pathfinder and other publications. 

Chief objectives of the advertis- 
ing drive will be to strike back at 
detractors of chiropractic and to 
raise a $25,000,000 fund for edu- 
cation, hospitals and research. 


To Have Lay Organization 


The campaign will be financed 
by contributions from chiroprac- 
tors at the rate of 10 cents per 
treatment of patients. At least 
10,000 chiropractors practice. 

The program provides for adop- 
tion of a more definite code of 
ethics for the profession, efforts 
to induce one or more universities 
to establish schools of chiroprac- 
tic, and eventual establishment of 
several sanitariums and hospitals. 

To raise the $25,000,000 needed 
for the over-all program, the as- 
sociation will seek to establish a 
lay organization of 1,000,000 mem- 
bers to be recruited from among 
patients of chiropractors. 


Store ‘Openings’ Told 


A revised, 18-page edition of 
“Spring & Fall Openings,” telling 
how groups of merchants in va- 
rious cities have developed special 
sales promotions, has been pub- 
lished by the domestic distribution 
department, Chamber of Com- 
merce of the United States, Wash- 
ington. 


Completes New Plant 


Monsanto Chemicul Company 
has completed a new $3,000,000 
plant in Monsanto, Ill, for the| 


manufacture of Santomerse No. 1, 
a detergent for home and indus- 
trial use. Production will continue 
at Monsanto’s Nitro, W. Va., plant, 
manufactured Santo- 
merse for many years. 


Baggot Joins Ivey 

Richard C. Baggot, formerly ad- 
vertising director of Cleland- 
Simpson, Scranton, Pa., has been 
named advertising manager of 
J. B. Ivey & Co., Charlotte, N. C., 
department store. 


Plan Big Push 
for Trade Fair 


Toronto — Canada’s impressive 
International Trade Fair, to be 
held here from May 31 to June 12, 
1948, will be promoted by ads in 
such diverse languages as ATfri- 
kaans and Erse. 

A two-phase campaign has been 
planned to boost the event, and 
attract buyers the world over to 
compare the manufactures of 
countries displaying wares. 

The opening series of ads will 
run in magazines, and in trade 
and export publications with an 
international circulation, published 
in Canada, Great Britain and the 
U. S. Each of the ads will feature 
some Canadian industry. 

The second phase will comprise 
advertisements in the _ principal 
newspapers and trade publications 
in areas in which Canadian trade 
commissioners are located. Ad cop) 
in Arabic, Danish, Dutch, Finnish 
French, Norwegian, Portuguese 
Spanish and Swedish, as well as 
Afrikaans, English and Erse, will 
invite merchants in the respective 
countries to participate in the ex- 
position. 

Window cards describing the 
fair will be issued, stickers will 
be affixed to letters mailed from 
Canada, and _ special issues 0! 
Canadian and British publications 
have also been planned. 


Reappoints Hare Agency 

Rain - Beau Products Company, 
Canton, Mass., which appointed 
another agency last year, has re- 
appointed Hare Advertising, Bos- 
ton, for all advertising of Rain- 
Beau fishing lines. 


WCAR Appoints Cline 

William R. Cline, assistant t 
the manager of Station WLS, Chi- 
cago, has been appointed manage! 
of Station WCAR, Pontiac, Mich 
He will move to Pontiac abou! 
Sept. 1. 


To Hanson, Gerber 


Lane Clothes, men’s clotiier 
has appointed Hanson, Gerber & 
Shaw Advertising Agency, New 
York, to handle its advertising. 


_— 
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California Leads 
in Wine Bibbing; 
Nevada Is Second 


San. Francisco — Californians 
still drink more wine, per capita 
and by volume, than inhabitants 
of any other state. 

Figures taken from Part II of 
the 11th annual wine industry 
survey, prepared for the Wine 
Advisory Board by the Wine In- 
stitute, show that Californians 
drank 22,799,000 gallons last year, 
or an average of 2.584 gallons per 
person. 

Although New York state 
ranked second in volume of wine 
consumed (21,750,000 gallons), its 
per capita consumption of 1.728 
gallons was exceeded by that of 
Nevada, with 1.815 gallons. 

Consumption in 17 states and 
the District of Columbia averaged 
more than a gallon per person, 
the report shows, with an ap- 
parent consumption for the coun- 
try as a whole of one gallon per 
person. 

In fourth place was the state of 
Washington, followed by New 
Jersey, New Mexico, Ohio, Dis- 
trict of Columbia, Illinois, Rhode 
Island, Colorado, Connecticut, 


Wisconsin, Massachusetts, Vir- 
ginia, Arizona, Louisiana and 
Utah. 


Three States Show Decrease 


Only three states, North Caro- 
lina, South Carolina and Wash- 
ington, showed a decrease in ap- 
parent wine use. All classes of 
wine—table, dessert and sparkling 
—_registered gains over the pre- 
ceding. year. 

All figures are based on the 
shipments from wineries to the 
states, which totaled 140,000,000 
gallons. Industry analysts, how- 
ever, estimate that the actual 
wine consumption was from 15 to 
20% below this figure, since re- 
tailers bought more wine than 
they sold during 1946. 


The heavy inventory position at | 
the end of the year is believed to | 
be a major cause of the downward 


trend in wine movement during 
the first half of 1947, but, the 
survey reports, ‘“‘there is no doubt 
that actual consumption this year 
is well above what apparent con- 
sumption figures would indicate.” 


Meyer Both Offers 
Brands Week Mats 


Drug retailers planning news- 
paper promotions during Nation- 
ally Advertised Brands Week (Oct. 
3-13) will have access to special 
advertising material through news- 
papers holding the Meyer Both 
franchise. Features of this ad tool 
package, prepared in cooperation 
with Drug Topics, which sponsors 
the drive, are: 90 merchandise 
spots of nationally advertised 
products, headings and mortises 
In several sizes, and two pages of 
layouts in the most frequently 
used ad sizes. 

Additional Brands Week pro- 


motional material appears in the) 


Meyer Both General Newspaper 
Advertising Service for October, 
With which the supplement will 
be clistributed. 


KC RG Appoints Biggar 
George C. Biggar, formerly gen- 
fra’ manager of Station WIBC, 
Indianapolis, has been appointed 
Manager of Station KCRG, which 
iS expected to be put into opera- 
on this fall by the Gazette Pub- 
ishing Company, Cedar Rapids, 


Viadimir Will Assist 

Platt-Forbes, Inc., New York 
don.estic advertising agency, has 
appointed Irwin Vladimir & Co., 
Ne. York, to cooperate in han- 
dli the advertising of United 
Ai raft Export Corporation. 


Plan Women’s Fair 

‘ e National Women’s Exposi- 

10’. will be held at the Coliseum 
hicago, Jan. 16-25. 


Issues Idea Booklet 


Gannett Newspapers has pub- 
lished the fifth edition of ‘“Edi- 
torially Speaking,” a selection of 
papers delivered at the semi-an- 
nual conference of executives of 
the 21 Gannett newspapers. Ideas 
propounded by publishers, general 
managers, advertising managers, 
editors and managing editors are 
contained in the booklet. 


Matey Appoints Badger 
and Browning & Hersey 


appointed Badger and Browning & 
Hersey, New York, to handle ad- 
vertising on Matey, new soft drink 
with Brazilian mate as its base. 
The Matey Company was formed 
last spring with Allen Stearn, for- 
mer public relations director of 
Fawcett Publications, as president 


Matey Company, New York, has | 


(AA, May 12). 
Matey will begin marketing in 
limited territories within the next 


| 30 days. Initial appropriations for 


radio, outdoor and _ point-of-sale 


advertising are expected to total | 
about $250,000 for the first year. 


Stix, Baer Names Casey 
Arthur J. Casey, formerly di- 
rector of public relations of Sta- 
| tion WOL, Washington, D. C., has 
| been appointed to the same ee 


_ tion with Stix, Baer & Fuller, 


| Louis department store. 


OAAA Building Readied 


The new headquarters building 
of the Outdoor Advertising Asso- 
ciation of America, at 24 W. Erie 
St., Chicago, is nearing comple- 
tion and is expected to be ready 
for occupancy some time this fall. 
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TRIM YOUR ART COSTS 
SLASH YOUR PRODUCTION 
TIME 


With 


7 Res PHOTOSTATS 


Clean, shorp Seaitives and negatives: 
glossy or matte paper produced by 
experts in the business. tet 


PID BOERVICE 123 N. Wacker Dr., Chicas 
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Esquire, Inc: 


_*Going Back To School promotions in America’s 


fines! stores, coast to coast, are tieing-in with 


Esquire’s powerfu! selling influence in the vast 


college market. Colorful Esquire window 


displays tell campus returnees where to buy 


their Going Back To School needs as advertised 


in the September issue of 


&quir be 
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Number of French 
Publications Cut 
in Half by War 


Paris—The number of publica- 
tions in France and North Africa 
has declined from 6,962 in 1939 to 
3,490 this year, according to a 
study by M. Noel Jacquemart, edi- 
tor of L’Echo de la Presse. 

The war and its aftermath cut 


WINSTON-SALEM 
TOPS 5th DISTRICT 
IN STORE SALES! 


Over Three Times District Gain! 


Winston-Salem had the largest dollar volume 
gain in department store sales in the 5 states 
of the 5th Federal District, during the period 
from January to May, 1947 over the same 
period in 1946,—showing an increase of 23%, 
according to the Federal Reserve Bank, Rich- 
mond, Virginia. In the 5th District as a 
whole, the increase was only 7%. 

Winston-Salem scored another first in sales 
gain in May, 1947 over the same month In 
1946, showing an increase of 27%. In the 
district as a whole, the increase was only 


All of which is powerful proof that 
Winston-Salem is a “must” market for 


advertisers with something to sell in 
the South’s Number 1 State. 


JOURNAL AND SENTINEL 
Winston-Salem, North Carolina 
National Representative: 
KELLY-SMITH COMPANY 
Circulation of the Sunday Journal and 
Sentinel now exceeds 50,000! 


the number of daily newspapers 
in Paris and the Seine Depart- 
ment from 64 to 44. In the re- 
mainder of France and North 
Africa, dailies dropped little in 
number—from 220 to 211. 

Other changes show: Weeklies, 
down from 321 to 269 in Paris and 
the Seine Department, and from 
1,123 to 781 elsewhere; fortnight- 
lies, down 217 to 99; monthlies, 
down from 873 to 496; semi- 
weeklies, down from 159 to 84; 
Paris Sunday papers, down from 
1,655 to 740, and provincial Sun- 
day (mostly monthly) papers 
down from 2,330 to 766.’ 

M. Jacquemart points out that 
the over-all reduction in number 
of papers published does not tell 
the whole story, because pages 
have also been reduced in num- 
ber. The latter reduction amounts 
to a 50% paper cut for dailies since 
1939, a 60% cut for weeklies and 
semi-weeklies, and close to 80% 
for other publications. 


Dealer Contest 
fo Spark Letter 
Writing Week 


10th Annual Promotion 
Set for Oct. 12-18 
by 30 Manufacturers 


New YorK—For the 10th con- 
secutive year, the Paper Station- 
ery and Tablet Manufacturers As- 
sociation— group of 30 corre- 
spondence paper manufacturers— 
will join with airlines, railroads, 
local postmasters, jobbers and re- 
tail outlets in sponsoring National 
Letter Writing Week, set this year 
for Oct. 12-18. 

The project has a double-bar- 
relled objective: (1) to persuade 
all literate Americans to keep 


2 Appoint Armstrong 


Armstrong Advertising Agency, 
Chicago, has been named to Han- 
dle the advertising of DeLuxe 
Saw & Tool Company, Chicago, 
maker of tungsten carbide tipped 
wood working saws and tools, and 
of Union Special Machine Com- 
pany, Chicago, maker of indus- 
trial sewing machines. 


Illinois Markets Moves 


Headquarters of Illinois Daily 
Newspaper Markets, composed of 
49 daily newspapers, have been 
moved from the Leland Office 
building to 607 E. Capitol Ave., 
Springfield, Il. 


Slifka Names Lewin 


M. Slifka & Sons, New York, 
manufacturer of men’s and boys’ 
belts and suspenders, has ap- 
pointed A. W. Lewin Company, 
New York, to handle its adver- 


tising. 


up with their correspondence; and 
.(2) to acquaint the public with 
the multitude of services per- 
formed by the U. S. Post Office 
Department. 

Every retail outlet in the coun- 
try dealing in stationery will be 
invited to take part in a window 
display contest, winners of which 
will receive a total of $660 in cash 
awards. The contest will be di- 
vided into four classifications to 
permit department stores, station- 
ery shops, variety chains, drug 
stores and other shops, to compete 
within their own category on 
equal terms. Retailers are re- 
quired only to display stationery 
in one or more principal windows 
during National Letter Writing 
Week, and send photographs of 
their displays to the association 
headquarters here, 527 Fifth Ave. 


Mats Made Available 
Available free to all retailers, 


mark pouren 


p vacuum CLeanens 
eNO 00 ree wmee nn en, 
iO Pree Cre hen. 


bers sponsoring the event. Posters 


WASHINGTON—Department store 
sales for the week ending Aug. 9 
dipped under dollar volume of the 
corresponding week last year, the 
Federal Reserve Board reports. It 
was the first year-to-year loss re- 
ported since Easter season. 

On the index based on 1935-39 
average sales, the department 
store index reached 221 for the 
latest week. That was a gain of 
two points over the Aug. 2 week 


DEPARTMENT STORE 


a on 


1938-39 EQUALS 100 


Week to Aug. 9, °47* .p221 
Week to Aug. 10, '46* .228 4 
Week to Aug. 2, 47*..219 F 
Week to Aug. 3, °46.. .212 
Month of June, 47... .265 
Month of June, 46... .253 


*Not adjusted seasonally. 


pPreliminary. 


but was nine points lower than 
in the corresponding 1946 week. 


Nearly all reserve districts 


showed losses, and all but nine of 


the nearly 50 major markets re- 
ported lower sales. The San 
Francisco (12th) area was a major 
exception, showing an 11% gain. 
Seattle’s 11% gain was the largest 
for any city. The only other dis- 
trict showing a gain was the 
Philadelphia (third) with a 4% 
gain. 

Losses ranged to a 7% dollar 
volume decline in the St. Louis 
(eighth) district and 15% losses 
reported by St. Joseph, Mo., and 
Little Rock, Ark. 


Yr.-to-Yr. % Change 


Mo. Wk. Ending 


ici ; Federal Reserve of Aug. Aug. 

whether or not they participate ‘S| inane ioe 2 rs 
the display contest, will be adver-| UNITED STATES... 4 a: 
tising mats for use in local news- | Beston District ... 6 1 0 
‘ " New Haven ..... S —18 13 

papers. The mats will be illus- Oe ee se N 4 4 
trated with sophisticated line a pee renee -7 * 9 
° e ane a ee ° —) 
drawings, and terse copy. They|New York District 4 —3 —4 
can be used as fully-composed weer beeeeeees “ st = 
ads, or the drawings can be sep- aa tok... £ pw a 
arated and adapted to original re omg veeeee 5 " ; 

. ° . BCUBEO .sscsece ‘ — — 

copy. Four mats will be available | pniiadelphia Dist... 4 —2 4 
iati Philadelphia .... 4 —6 2 

from the association. . Cleveland District. 4 2 —6 
A total of 100,000 official Na- a ee A 2 <a 
tional Letter Writing Week post-| Cincinnati ...... 3 -1 —s 
° . : Cleveland ...... 8 8 —10 

ers are being distributed to the Columbus 2 ad 11 
trade by manufacturers and job-| Toledo ......... 4 7 emery 
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Federal Reserve Figures on Desertinent Store Sales 


PittebureGn ....; -—] —7 ~ 
Richmond District. 6 —5 


Washington ....—3 —4 
Baktimore ...... 8 —10 
Atlanta District .. 0 --6 
Birmingham .... 4 —-1 
|" aS 9 6 
MENS 1S ee Sie wi —4 r—12 
New Orleans ... 6 r4 
Nashville ...... —T —10 
Chicago District... 9% 2 ) 
a eae 4 —? a) 
Indianapolis ....—4 | 7 
Sg. ee 3 11 { 
Milwaukee ..... 6 1 —) 
St. Louis District. .—3 0 —7 
Little Rock ....—6 — —15 
Louisville ...... 6 —2 —! 
og eae et) 3 —7 
Moempmia ....s.. —3 —14 —14 
Minneapolis Dist... 12 . * 
Minneapolis .... 6 * . 
Se 12 ¢ . 
Duluth-Superior. 12 Ss 
Kansas City Dist... 4 —2 
errr rn 5 —2 - 
Wen gc Kee cs —2 —8& 2 
Kansas City .... 5 —6 —7 
St; SOSGPR ......% 3 10 —1 
Oklahoma City..—1 —8 
| rar 6 1 —.\ 
Dallas District ...—1 0 —6 
8 a —6 1 —11 
port Worth. ..... 4 8 —3 
oO ae 2 2 —3 
San Antonio ....—1 —4 —2 
San Francisco Dist. 0 9 11 
Los Angeles Area—2 15 7 
4S Sr hh 19 7 
San Francisco ..—1 1 1 
WOStIBNG fs 4.0.%s's 8 —3 7 
Salt Lake City. .—3 14 
EE, os Kee Sales -3 —3 1] 


r—Revised. 
*—Data not available. 


Set Corset Show Dates 


The second Monday in June and 
the second Monday in Novembe! 


manent dates for the New York 
corset 
Brassiere Association 
Associated Corset 
Manufacturers. 
tomatically fixes Nov. 
date for the 
Show. 


and the 


1947 Fall Corset 


FIRST 
in 
READER 
INTEREST 
in 
the field 


Ww 
THE SPORTING GOODS 


DEALER 


2018 WASHINGTON AVE., ST. LOUIS 3, MO. 


have been established as the per- 
shows by the Corset & 
& Brassiere 


This decision au- 
10 as the 


will feature the slogan, “Letters 
are Links to Friendship.” 

A million leaflets, containing a 
printed argument in support of 
letter-writing — an argument} 
which takes the form of an ap-| 
pealing fable—will be distributed | 
by the Post Office Department. 


1947 CONSUMER ANALYSIS 
YOUR PRODUCT 


AND 1,535 OTHERS 


Find out how you stand with your consumers and competi- 


tion. 


Write teday for the fact-filled, 175-page research report 


just completed in the great St. Paul Market of 331,000 per- 


sons. 


These reports are now available at: 


National Advertising Department 


ST. PAUL 


DISPATCH-PIONEER PRESS 


ST. PAUL 1, MINN, 


Ridder-Johns, 
342 Madison Ave., 


Incorporated 
New York 


Wrigley Building, Chicago 
Penobscot Building, Detroit 


It will be helpful if you make your request on your busi- 


ness letterhead. 


ST. PAUL DISPATCH- PIONEER PRESS 


They will be given to post office 
|box holders and patrons who visit | 
|post offices during the week. In| 
| addition, 67,000 four-colored post- 
| ers illustrating a message on let- 
| ter-writing will be displayed in | 
| post offices and branches through- | 
out the country. 


Postmaster General Robert E. | 


|Hannegan has sent 25,000 letters | 


| to postmasters in all first, second 
jand third class districts, calling 
their attention to National Letter 
Writing Week and soliciting their 
cooperation. A number of local 
post offices will have displays and 
exhibits set up, many local post- 
masters will be interviewed over 
the air and in the press, and spe- 
cial radio programs and feature 
stories will promote the week. 


‘Maps Ist Consumer Drive 


Berkshire Fine Spinning As- 
sociates, Providence, has _  ap- 
pointed Marcel Schulhoff & Co.., 
New York, to handle a national 
advertising campaign, marking the 
organization’s first consumer ad- 
vertising. The initial campaign 


will cover only the curtain divi- 


sion. 


... casters 


never re-use 


| old metal 


at 


a 


typographers < 


that’s better! 


Monsen-Chicago 


Monsen- Los Angeles 
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joseph Maland, 
.P. and Manager 
ot WHO, Dies 


Des Mornes—Joseph O. Maland, 
me of the nation’s pioneer broad- 
asters, and manager of Station 
WHO here since 1933, died Aug. 
16 at his home of a cerebral hem- 
prrhage. He had been ill for more 
an a year. He was 59. 

Mr. Maland, a native of Wells, 
inn., was formerly president of 
he Northwest Radio Trade Asso- 
iation. He also had served as 
ommercial manager of Station 
mwLS in Chicago and sales man- 
ger of the farm network of CBS. 
Mr. Maland was at one time a 
jirector of National Association 
Broadcasters and was a past 
president of the Iowa Association 
{ Broadcasters. He was also, at 
he time of his death, vice-presi- 
ent of Central Broadcasting 
ompany, operator of WHO. 

B. J. Palmer, president of the 
ompany, announced the follow- 
ing executive changes occasioned 
y Mr. Maland’s death: 

Ralph Evans, formerly a vice- 
resident, has been named execu- 
tive vice-president in Davenport, 
la.; Paul A. Loyet, formerly vice- 
resident and technical director, 
comes resident manager of WHO 
1ere; Woody Woods, public service 
lirector, is named assistant resi- 
lent manager, and Reed E. Snyder 
has been appointed chief engineer. 


es 

ne and 
rember 
le per- 
r York 


set‘ BLightning Kills 


assice MDaniel W. Ashley 
. hen DarIEN, Conn.—Daniel W. Ash- 
orset 


ley, 53, vice-president and pub- 
lisher of United States News and 
Vorld Report, Washington, was 
killed Aug. 19 when he was struck 
by lightning during a 40-minute 
lectrical storm that extinguished 
most of the lights in Darien and 
rippled telephone service severely. 
Mr. Ashley, who had been di- 
rector of advertising for United 
States News and World Report 
since 1940, was appointed pub- 
lisher last December. 

Before joining the company he 
had been, for several years, adver- 
tising manager of Woman’s Home 
Companion and before that was 
rowell-Collier Publishing Com- 
pany’s advertising representative 
in Boston and Chicago. 


CARL L. RIEKER 

PHILADELPHIA — Carl L. Rieker, 
Vice-president in charge of per- 
sonnel for N. W. Ayer & Son, 
died after a short illness in Abing- 
ton Memorial Hospital here Aug. 
14, 

Mr. Rieker had been with Ayer 
since 1900, starting in the outdoor 
advertising department. In 1920 
he was placed in charge of per- 
sonnel and employment, and in 
1936 was named vice-president in 
charge of the department. 


WILLIS S. BROWN 
Cuicaco—Willis S. Brown, 57, 
cied Aug. 15 in Belvidere, IIL, of 
a heart attack. He was business 
anager of Popular Mechanics 
ul three years ago, when he 
ed McGraw-Hill to become 
f the organizers of Science 
‘rated. He was on the staff 
consulting capacity at the 


12 after a brief illness. 

Mr. Duffield was formerly in 
charge of sales training for the 
Yawman & Erbe Company and 
later was advertising manager of 
the company. He was a former 
president of the Rochester Adver- 
tising Club. 


SUE REEVES COUSINS 


DaLLas—Mrs. Sue Reeves Cous- 
ins, owner of the Southern Pharm- 
aceutical Journal, died Aug. 10. 
She was the mother of Margaret 
Cousins, managing editor of Good 
Housekeeping. 


CHARLES HEWITT JR. 

TONAWANDA, N. Y.—Charles F. 
Hewitt Jr., 37, publisher of the 
Tonawanda Evening News, was 


killed Aug. 11 when he fell from 
a 150-foot cliff at the rear of his 
summer home. Mr. Hewitt, for- 
merly with Reuters news agency 
in Europe, had been publisher of 
the newspaper here for seven 
years. 


B. RAY KEEFER 

PLEASANTVILLE, N. Y.—B. Ray 
Keefer, 53, vice-president of Pop- 
ular Science Publishing Company 
and advertising director of Out- 
door Life, died at his home here 
of a heart attack Aug. 15. 

Mr. Keefer served previously 
with the Whiting Special Agency 
Company as a representative of 
Outdoor Life. When Popular Sci- 
ence Publishing Company took 
over this magazine in July, 1934, 
he joined the company’s eastern 


advertising sales staff and shortly 
thereafter became eastern adver- 
tising manager. 

He was promoted to advertising 
manager in April, 1940, and in 
May, 1945, was appointed adver- 
tising director of Outdoor Life 
and a vice-president of the firm. 


GEN. JAMES G. HARBORD 
Rye, N. Y.—James G. Harbord, 
81, honorary chairman of the 
board of Radio Corporation of 
America, died at his home here 
Aug. 20 following a short illness. 
A graduate of Kansas State Agri- 
cultural College, he failed to get 
a coveted appointment to West 
Point, so enlisted in the Army as 
a private in 1889. During his 34- 
year career, he rose to the rank 
of lieutenant general under Persh- 


65 


ing. Resigning in 1921, he was 
named to the presidency of RCA 
the following year, and elected 
board chairman in 1930, which 
post he held until last July 11. 


| 


how to lose a sale 
in Latin America 


Hs shapely creature in her approved in- 

dustrial safety clothes would be a decided 

- asset to an advertising page in this country 

. but keep her in the U.S.A. Don’t let her creep into 
your Latin American ads or sales promotion material. 


Should she escape into your Latin American printed 
matter in that costume you might get some laughs, 


scowls and puzzled expressions . . . 


get sales. 


but you would not 


Our good neighbors south of the border just don’t 
employ, women in their industrial plants. 


This is only one of countless little differences between 
our way of life and that in Latin America. There are in- 


numerable others . 


. and each can be a stumbling block 
to those who do not have a first-hand knowledge of the 
Mexican, Central and South Amencan peoples. 


Translation of proved U. S. sales themes 1s not enough 


to insure success in the Spanish-speaking America. Your 
printed matter must take into consideration the buying 
habits and customs of the people to whom you are 


selling. 


To help U. S. firms prepare more effective advertising 


and sales promotion literature for distnbution in Latin 


America, the John Maher Printing Company has opened 


a special Latin Amencan Department staffed with native 
Latin American experts in such fields as radio and elec- 
tronics, foods, pharmaceuticals, beverages, machinery, 


packaging and others. 


These men can help you avoid the little slips that dull 
the effectiveness of export literature. They also can help 


From the mechanical standpoint of Spanish language 


printing. . 


. the John Maher Printing Company cannot 


be surpassed. Here under one management is everything 
a Latin American export man could wish for . . . transla- 
tion and writing by natives of the countries in which he 
is selling . . . typesetting, and proofreading by men who 
know the language . . . quality press work and binding on 


f his death. His son, Willis 
wn Jr., is on the Chicago 
ale* staff of Business Week. 


S 


c 


DAVID F. BACHRACH 
Dinpury, Conn. —David F. 
ich, 38, who established the 
ich Advertising Agency here 
ear, died at his home Aug. 14. 


DAVID DUFFIELD 
les Rocuester—David W. Duffield, 
t fice manager and account 
itive of the Charles Rumrill 
rtising Company, died Aug. 


Ac 


you add that local touch which frequently makes the 
difference between the success and failure of a campaign. 


Send today for 


a complimentary 
copy of “Preparing 
Effective Printed 
Matter for 

Latin America: 


COUNSELING « TRANSLATION © TYPESETTING * PROOFREADING «+ PRINTING « 


the latest high speed equipment . . 


. distribution by men 


who know Latin American regulations. 


CHICAGO 15, 


€, 


Wa 


H#LLINOTS e 


John Maher ?7iatiaq Company 
Creators of fine domestic and export printing 


2001 S. CALUMET AVE e 


OEPT. AA-S 


DISTRIBUTION 
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ee | Reebie Adds Duties 
See Secs ai AN: Claude S. Reebie, account ex- 


ecutive and copywriter with Mac- 
Farland, Aveyard & Co., has been 
appointed director of public rela- 
tions for the agency’s New York 
‘}and Chicago offices. He will be 
located in Chicago, and will con- 
#tinue his contact and writing 
duties as well. 


‘THE LETTER S 


481 6. Dearborn 8t., Chicago 5, Illinois 


Strats BRB So 


Billion Dollar Farm Market! 


1946 Dakota farm income exceeded a billion dollars, 
($1,086,548,000) 


of Present liquid cash resources are TODAY over a billion 

and a half dollars. ($1,553,258,448) 

mf The Dakotas TODAY lead all other states in the Increase 
in Farm Income, 1940 as compared to 1946, with a gain 
of 196.4%. 


TODAY more people subscribe to The Dakota Farmer 
than to any other periodical. 


...and The Dakota Farmer is the Business Paper read 
and responded to by 70% of all farmers in the Dakotas, 


ABERDEEN, SOUTH DAKOTA 
J. P. MALONEY, Advertising Manager — 


_ CHICAGO PHOTO-ENGRAVERS 


Time Buyers Give 
BMB a Qualified 
Confidence Vote 


Cuicaco—If agency time buyers 
have their way, Broadcast Meas- 
urement Bureau is assured of a 
long, if not completely happy, life. 
The speakers at an open forum 
on BMB held here last week— 
with Holman Faust, radio vice- 
president of Mitchell-Faust Ad- 
vertising Company, as moderator 
—gave the bureau one of its most 
critically soul-searching examina- 
tions. Without exception, however, 
each of the six participants re- 
affirmed his pledge of faith in its 
basic principles. 

Harlow Roberts, vice-president 
of Goodkind, Joice & Morgan, was 
the first to lay aside the rose- 
colored glasses as he declared 
that, from his experience, the lim- 
itation of effective merchandising 
coverage is the 25% level of pene- 
tration in the smaller towns, and 
40% in the cities. 

Without any evidence of pre- 
vious note comparisons, he was 
supported in his thesis by Annette 
Kennelly, time buyer for Arthur 
Meyerhoff & Co., and Bill MclIl- 
vain, assistant radio chief of Leo 
Burnett Company. 


25% Figure Startles Group 


The 25% penetration figure, as 
a limit beyond which advertisers’ 
salesmen had difficulty selling 
dealers, was the more startling 
since it had not arisen at a simi- 
lar session held in New York the 
previous week. 

When asked if the bureau would 
suggest use of the 25% figure, 
Hugh Feltis, BMB chief, emphatic- 
ally declared that Broadcast 
Measurement Bureau would not 
—and could not, legally—suggest 
any interpretation of its findings. 
He said, however, that if the sub- 
scribing stations feel that surveys 
carried beyond the 25% penetra- 
tion line are of no value, they 
might well be discontinued. 

Genevieve Lemper, Foote, Cone 
& Belding time buyer, pleaded 
with stations to get their maps in 
agency offices immediately, since 
the BMB-published material is 
too unwieldy. Both Mr. MclIlvain 
and Miss Kennelly seconded her 
request, with the additional stipu- 
lation that uniform-size radio sta- 
tion maps would be a blessing to 
harassed radio people in the 
agencies. 


‘Can’t Project Hooper Figures’ 

The information which BMB 
uncovers as to where people 
listen, said Hal Rorke, radio man- 
ager for J. Walter Thompson Com- 
pany, should be phrased to answer 
the questions of an advertiser. He 
said it is impossible to project 
Hooper figures to the bureau’s 
findings, and asked Mr. Feltis 
why both gross and net figures 
could not be made available. 

Mr. Feltis replied that such a 
procedure would border on inter- 
pretation of the findings, and 
therefore impinge on restraint of 


trade laws. For this reason also, 
he asserted, BMB will not publish 
'three level (10-25%, 25-50% and 
|50-100%) penetration maps, al- 
though it now seems likely that 
BMB will put out new four-page 
|report forms containing four pages 
|of data and a basic map of each 
| station. 

The next interim measurement, 
|for stations requesting new sur- 
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listening audience. The new ques-|$250 per city reported on, where 
tionnaires will ask if the listeners| augmented sampling is necessary 
hear a station once or twice a/for the latter. 
week, three or more times, or less No statement was forthcoming 
than once weekly. The basic|from BMB on this proposal. 4 
once-a-week question will, how-|spokesman said Mr. Hooper’s let. 
ever, remain the foundation of the| ter to Mr. Feltis and memorandum 
study, he said. had not been received when AA 
a went to press. 


Hooper Continues |131 stations siGn 


. FOR BMB SERVICE 
P ur suit of BM B New YorK—More than 130 sta. 


2 tions have subscribed to th 
with H oop er cent Broadcast Measurement Duress 
New Yorx—c. E. Hooper, whose | since Aug. 1 when the group or. 
last proposal to the Broadcast | ganized to operate on a permanent 
Measurement Bureau—that it buy | basis. 
the stock of C. E. Hooper, Inc., for The new subscribers range from 
$1,000,000—-was turned down flatly | 50,000 to 250 watters. BMB hopes 
some time ago, came up with an-/to begin field work on the first 
other proposition for BMB last|interim study next March. 
week. 

Offering the facilities of his . 
organization to the tripartite group To Sheldon, Quick 

for use in its next regular study,| General Power Plant Corpora- 
or any interim’ studies, Mr.|tion, New York, has appointed 
Hooper outlined a detailed plan|Sheldon, Quick & McElroy, Inc. 
for measuring a station’s listener| New York, to direct its advertis- 
coverage. The plan, which is ing. Advertising will feature 
based on a Hooper ballot system, Robot-Eye, an automatic control 
labeled “Hoopercent,” was for- for oil burner installations. 
warded in a printed memorandum 


to Hugh Feltis, BMB president, 
and to the group’s technical com- THE 
mittee. 


Earlier this year Mr. Hooper 
met with the technical committee MAR KET is 


to submit his diary station listen- T E ” : Fr ' | 
ing index as a tool for use by M4 


BMB. 15 million American Negroes d 
Mr. Hooper said he would ac- | ie ge =: rg a year f you ave 
ter a rinks, jewe » Or any other 
cept commissions to conduct COV-| products to sell, reach’ this bie buying 
erage studies for stations and net- fae ney KR 2 os a - and 
° eae : . n ewe 
works while awaiting action by papers, ! 545 Fifth Ave., N. Y., can 
BMB, the results to be offered to oe pes ow advertising in these 
outlets serving given areas on a Profits! Write us'todes. markets and 
participating subscription plan. NOTE: we now have — songs Y the 
esearc o. oO merica on brand 
Rates have been set at $250 per preferences of Negroes from coast to coast. 
county separately reported, plus} Write now for this free information, 


Ready now! The 9th annual 
survey of retail distribution of 
grocery store products in the 
Lawrence, Mass. market. Send 
for your free copy today. 


More than 520 brands are included in this recent survey 
conducted by the New England Newspapers Advertising 
Bureau. 46 chain and independent grocery stores were 
interviewed by the Lawrence Eagle-Tribune. Figures 
were tabulated, the 520 brands listed . . . and now we 

sent this total information in handy brochure form. 
f you're in the food field, you'll be interested! 


7 


EAGLE-TRIBUNE, Lawrence, Mass. 


Yes, | want a copy ef the 9th Annual Survey of Retail Distribution 
of Grocery Store Products in the Lawrence, Mass. Market (prepared 


fae 


by New England Newspapers Advertising Bureau). 

ie ica sued CE Lee VRE CACO GG EEA G O38 nae TRaTR ERS 
RR ery ee eee eee ee eee ee ree, Peer ee reer tery. 
SP cis waar dcedtndcacens ore BE cece devs caanees « 


The Daily Eagle and Evening Tribune are the only news- 
apers devoted yp to the Greater Lawrence market. 
Read in 95 out of every 100 homes. ABC over 36,000. 


'veys, will be made available in 
|March, 1948, he declared, with 
other interim studies in March 
and October of each year. 

In addition to showing listeners 
who report hearing a station the 
minimum of once a week, said 
Mr. Feltis, the next bureau survey 


will also show the average daily | 


iL. Th: EAGLE= TRIBUNE 


Lav RENCE, MASSACHUSETTS | 
| (CAPITAL OF WORSTED TEXTILE INDUSTRY IN AMERICA) 


WAR'D- GRIFFITH CO - NATIONAL REPRESENTATIVES 
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1C ‘Compromise’ 
0 Give Industry 
odes Wider Use 


(Continued from Page 1) 


hat such procedures will not be 
effective in preventing continued 


> the fuse of unlawful methods, acts or 
sureay practices.” 
Up or. Mason Joins ‘Old Guard’ 
nanent 
Commissioner Lowell B. Mason, 
e from Mewho had been campaigning for 
hopes [athe conference method of settling 
e first MFTC’s complaints against business, 
hoined the old guard in the state- 
sent. 
It promises that the commission 
ill utilize trade practice confer- 
rpora- jgences and stipulation procedures 
yointed to encourage widespread observ- 
, Inc, ence of the law by enlisting the 
vertis- Meooperation of members of indus- 
1tureMMries and informing them more 
control 


ully of the requirements of the 

aw.” 

Through such conferences, the 
ommission observes, FTC will 
pvoid adversary actions “wherever 

10 onsistently possible” against per- 
ons who, “through misunder- 
tanding or carelessness, may vio- 

| ate the law unintentionally.” 
5 Conferences are to be called 


‘when it appears that the ques- 


hbout the easy settlements are 
pvident in repeated warnings that 
he commission cannot make com- 
itments which “may abrogate 
TC’s statutory power or frustrate 
he usefulness of its corrective 
processes.” 

“The cooperative procedures, 
owever, require a constant vigi- 
ance to avoid dangers inherent in 
em,” the statement says. “Their 
se should never be permitted as 
Pn easy escape for wilful viola- 
ors of the laws administered by 
he commission or as a means for 
pVOiding or delaying the effective- 
ess of the commission’s corrective 
Action.” 


d : 
“ ve Mionable practices are so prevalent 
BH ~: nan industry that they may be 
ers and Memore effectively and expeditiously 
Bape eached by trade practice confer- 
n these fences than by individual proceed- 
tts and ngs.” 
ed by th 
oe Teens Misgivings Obvious 
te cout, ME the old guard’s misgivings 


cl 


nual Nevertheless, perhaps as a ges- 
ge ure to Mr. Mason, they agreed to 
‘eae permit rules interpreting the anti- 
rust statutes to appear’ in the 
odes. 
“Insofar as such rules may be 
y nformative to and followed by 
embers of the affected industries, 
9 hey have a substantial value,” the 
’e tatement said. “They should not 
2S be accepted, however, as a basis 
fe or the settlement of cases in 
n. which the commission has reason 
0 believe that such violations have 
ccurred.” 
) Gives Legal Position 
>) The statement further cau- 
loned : 


“Trade practice conference rules 
lave no force of law in themselves. 
their purpose is to express the 
*quirements of the statutes and 
cisions in terms which may be 
inderstood by the members of 
articular industries and in lan- 
plage addressed to their problems 
nd practices. An agreement by 
#member of an industry to abide 
y the rules is an expression of in- 
€ntion to abide by the basic law. 
‘It is manifestly difficult to 
Taft a statement of policy on a 
toad basis which does not afford 
Fl evasive device to the wilful 
Nolator, while seeking to avoid 
tduly harsh treatment of the un- 
ntentional or casual violator. Any 
“tement of policy must, 
“erefore, depend for its effective- 
Héss upon the consistent and sound 
Udgment of the commission in 


applying in individual instances. 
“But no statement of policy 
should be so broad as to consti- 
tute an invitation to reluctant or 
recalcitrant respondents to avail 
themselves of informal settlements 
for the purpose of delaying or de- 
feating effective action. It should 
invite only those who desire in 
good faith to correct unlawful 
practices on a cooperative and vol- 
untary basis.” 
“The object of the commission 
is to correct—not to punish,” the 
commission continued. “But there 
must be a reasonable assurance 
that any cooperative procedure 
will be effective and provide full 
freedom to institute such further 
proceedings as are or may be- 
come necessary in the public in- 
terest. 


Analyzes Wilful Violations 


“Conspiracies and monopolistic 
practices are, with few exceptions, 


deliberately engaged in for the 
purpose of restraining competition 
and ordinarily with knowledge of 
their illegality. Since good faith 
is ordinarily lacking in such vio- 
lations, it cannot be expected to 
be present in agreements by the 
conspirators to discontinue and 
not resume the violations. 

“Violations of this type are fre- 
quently also criminal violations of 
the Sherman Act, and the settle- 
ment of such violations by infor- 
mal agreement may impair the 
rights of private litigants or com- 
promise the enforcement of that 
act by the Department of Justice. 
When conspirators are discovered, 
or when they are on the verge 
of being discovered, they would 
doubtless be glad to make use of 
the commission’s trade practice 
conference or stipulation proce- 
dure as a protection against the 
more rigorous procedure provided 
by the anti-trust laws.” 


‘Farm Implement News’ 
Revamps Cover Page 


Farm Implement News, Chicago, 
has adopted a new front cover, 
effective with its Sept. 11 issue, 
employing a complete illustration 
and a limited amount of copy 
space for Timken Roller Bearing 
Company, front page advertiser. 
A new logotype, with emphasis 
focused on the word News, will 
be overprinted on the Timken 
plate. 

Other changes in appearance 
and editorial makeup also are be- 
ing put into effect by the publica- 
tion with the same issue. 


Takes Stevens Post 


Mrs. Mary Sharp has been ap- 
pointed to the newly created posi- 
tion of director of sales promo- 
tion and publicity for Charles A. 
Stevens & Co., women’s specialty 
shop, Chicago. Mrs. Sharp was 
formerly women’s editor and 
fashion editor of the Chicago Sun. 


67 
NAB to Add Directors 


Members of the National As- 
sociation of Broadcasters, in a 
mail vote, have approved by-laws 
changes to permit addition of four 
new NAB directors, two to repre- 
sent FM stations, one for televi- 
sion stations and one.for facsimile 
broadcasters. 


BuildingSupplyNews 
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Gu, 


W.: INVITE you to compare the 
newest accomplishment of Hammer- 
mill know-how, Hammermill Cockle- 
tone Bond, with any other quality 
papers. Give it the “eye-test”: See 
how its unmistakable quality appear- 
ance will set your letter apart. Make 
the “finger-tip” test: Note the 
“heavier” feel to add impressiveness 
and dignity to your business messages. 
Then give it the “ear-test”: Hear the 
crisp, crackly snap that proclaims the 
best in bond paper quality. Test its 
writability. Test its erasability. Make 
any test you like. Judge its quality 
for yourself. Thén consider it as your 
business representative. 


(Available also are matching envelopes 


in appropriate sizes.) 
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FREE SAMPLE BOOK... 


Shows samples of paper in a variety of weights. 
¢ Compare HamMermMILtL CockLetone Bono 
with other quality papers. Make any test you 
like! ¢ Even if you're not ready to order new 
letterheads right now, send the coupon today. 
Keep the sample book in your file to remind you. 


Please send me 


| Mame 


Hammermill Paper Company, 
1459 East Lake Road, 


FREE—a sample book showing 
the New Hammermite Cocktetrone Bonp. 


Erie, Pennsylvania. 
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Please be sure to write on, or attach 
coupon to, your business letterhead. 
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68 
Gribbin Joins Cohen 


John Gribbin, in the advertising 
agency field for 11 years, has 
joined the Harry B. Cohen Adver- 
tising Company, New York, as pro- 
duction and traffic manager. Mr. 
Gribbin was formerly with Ted 
Bates, Inc., and J. Walter Thomp- 
son Company. 


Place 


{ Your MEXICAN Affairs ; 
In 
COMPETENT HANDS 


Jacques D'Armand 
is now in charge of our 
LATIN AMERICAN 
DEPARTMENT 


| Mr. D'Armand, until recently SW Divi- 
sion Manager of the United Press, is 
former general manager of United 
Press in Mexico. 

Has a background as executive, cor- 
respondent and advisor covering a 
period of 20 years in Mexico. 

Now _ specializing in Public Relations | 


and b | for firms doing 
business or desiring to do business in 
MEXICO 


He bas the answer to your 
Mexican problems. 


| 6 @aut! 


AGENCY 


303 SOUTHLAND ANNEX BUILDING 
TELEPHONE R-5505 


DALLAS, TEXAS | 


Liquor Industry 
Tests Mandatory 
Resale Prices 


(Continued from Page 1) 


tenance provisions are only two: 
closeouts and damage or deteri- 
oration. In both such cases, lower 
prices cannot be charged by a re- 
tailer without first obtaining a 
permit from the liquor commis- 
sion, and in the case of advertis- 
ing, displaying the permit num- 
ber and the quantity of merchan- 
dise being closed out or damaged. 
In the case of closeouts, retailers 
may not purchase the closed out 
brand for a year, and then only 
with permission from the commis- 
sion. 


New York Has Enforcement 


Penalties consist entirely of 
license suspension or revocation: 
not more than 30 days’ suspension 
for the first or second offense; 
suspension or revocation of license 
for a third offense. 

With minor deviations, the 
other state laws follow the same 
pattern. A feature of the New 
York law, supposed to be in full 
operation Sept. 1, is the fact that 
the state liquor authority is pro- 
vided with a $75,000 annual en- 
forcement fund, which practically 
guarantees that there will be 
stringent enforcement. In other 
states, no special enforcement ma- 
chinery is set up, beyond the al- 
ready existing liquor commission 
machinery. 

Although the new type of man- 


*\\trade at all in Kansas, Mississippi 


People in the Worcester market 
earned plenty of money in 1946 — 
and spent plenty, too. Tax 
payments prove it. They were 18.6%* 
above the U. S. average. Further- 
more, industrial wages advanced 
134.1% ** over 1939, per family 
buying power rose to $4,880*, 
and retail sales reached 
$405,523,000*. Tap this giant market 
with the Worcester Telegram- 
Gazette. Daily circulation in excess 
of 140,000 and Sunday circulation 
of over 100,000 completely 
blanket the area. 


*Sales Management Effective Buying 
Income Survey 1947 . 
** Mass. Dept. of Labor 


‘ WORCESTER, ‘MASSACHUSETT 
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datory fair trade law thus far has 
been confined to a handful of 
states, and there only with rela- 
tion to alcoholic beverages, mer- 
chandisers in all lines are sure to 
watch the operations of the laws 
with extraordinary interest. 
That they will spread rapidly in 
the liquor field seems a certainty. 
Although the development of such 
laws is entirely a postwar opera- 
tion, similar provisions were spon- 
sored before the legislatures of 
California, Connecticut, Illinois, 
Indiana and New York at the last 
session, and all passed. The gov- 
ernors of Connecticut and Indiana 
vetoed the legislation. In Illinois 
it became law without the gover- 
nor’s signature, having been 
passed in the closing days of the 
session, and not having been acted 
upon by the governor. 


Only 28 ‘Open’ States 


Actually, mandatory retail pric- 
ing of liquor is now a fact in al- 
most one fifth of all the states 
where such a practice can be fol- 
lowed. There is no legal liquor 


and Oklahoma, and 17 states, in- 
cluding such populous areas as 
Iowa, Michigan, Ohio and Penn- 
sylvania, operate under monopoly 
rules. In these states buying, 
selling and pricing of alcoholic 
beverages is already the sole func- 
tion of the state, so no “fair trade” 
or other provisions are needed. 
There are, therefore, 28 “open” 
states, in which the liquor busi- 
ness is legal and in which no state 
monopoly exists. Five of these 
now have adopted mandatory 
minimum price laws, and if they 
work at all, it is certain that sim- 
ilar laws will be pushed hard in 
other open states. 

‘ Development of mandatory min- 
imum pricing follows a good deal 
of name-calling and back-biting 
which has been going on in the 
liquor industry since the lush days 
of under-the-counter and over- 
the-ceiling selling, along with tie- 
in sales, ended practically simul- 
taneously with the conclusion of 
military action. As impossible- 
to-get types and brands again 
blossomed forth on shelves and 
prices moved up from ceiling 
levels (but considerably down 
from under-the-counter levels), 
consumption also moved down- 
ward rapidly. 


Market Has Slumped 


During recent months the mar- 
ket for alcoholic beverages (ex- 
cept beer, which has held up well) 
has deteriorated so badly that 
price wars have been the rule 
rather than the exception, involv- 
ing not only the opportunist blends 
of the war years, but even much 
wanted bonded bourbons, Scotch, 
etc. Retailers and wholesalers, 
whose wonderful bubble burst 
with a loud bang, vociferously de- 
manded protection from the “price 
cutters,” with the result that many 
alcoholic beverages have been fair 
traded in a number of states. 


Under customary fair trade 
laws, however, the “injured 
party,” who is presumed to be the 


owner of the brand, is required to 
do most of his policing himself, 
and few retailers think most dis- 
| tillers made any real effort to en- 
force fair trade minimums. Among 
ithe big distillers, only Hiram 
| Walker is generally! given credit 
by retailers for making a real ef- 
fort to maintain minimum prices. 


of packages sold declined mod- 
estly. Sales tax receipts were up 
23.8%; motor fuel taxes were up 
14.8%; and public utility taxes 
6.8%. Yet liquor tax revenue de- 
clined 29.8%, despite a 2.2% in- 
crease for beer. Alcohol and spirit 
taxes were $1,566,000 in 1946, and 
only $826,000 last month; taxes on 
wine with less than 14% alcohol 
dropped from $42,000 to $18,000, 
and with more than 14% from 
$178,000 to $165,000. Beer re- 
ceipts went up from $764,000 to 
$781,000. 


Uncertain of Reaction 


Retailers are presumably eager 
to have mandatory price mini- 
mums put into effect, but it is al- 
ready evident that they are not 
positive of the reaction. In New 
York and Illinois, for example, the 
industry expects price rises as a 
result of the new laws ranging 
from 15 to 35%, although industry 
sources are quick to point out that 
these rises are only from the 
“ridiculously low” prices of de- 
partment stores and chain drug 
stores, and do not accurately mir- 
ror the whole price picture. 

In Illinois, where there is still 
some doubt as to exactly when the 
new law will go into effect, deal- 
ers generally are not taking any 
chances. Hungry for_ business, 
and not at all sure that they will 
get even as much under the higher 
prices as they are getting now, 
they have blossomed forth with a 
wave of bargain advertising and 
selling which has forced most 
whisky prices to their lowest 
points in years. 

Many are tying up directly with 
the new law, in ads citing the new 
law as “the end of bargain prices” 
in liquor. Sales have gone up 
sharply, too, in the past few days, 
they report, as buyers take advan- 
tage of the opportunity to stock 


Advertising Age, August 25, 1947 


up at exceptionally low prices, 
Some blends are down to $3.09: 
bondeds, which are supposedly 
fair traded at $6.75 and have been 
selling at $5.75, are edging some. 
what lower, and even recogniz- 
able Scotches are selling at $4.67 
to $4.77 a fifth in some places. 


Sells on Deposit Basis 


The buying and selling orgy is 
based mainly on retailers’ convic. 
tion that mandatory minimums on 
most products will not be differ. 
ent from those in existence now, 
although there may be some jug. 
gling in prices of blends, cordials, 
gins, etc. 

The fillip being given sales by 
the bargain offers and the im. 
minence of the new laws pleases 
liquor dealers who have been 
twiddling their thumbs not too 
merrily for months, but even their 
pleasure is not unmixed with fear 
for the future. 

If the new law doesn’t go into 
effect before Oct. 1, many trade 
sources feel that there will be 
enough stocking up to seriously 
affect sales for the remainder of 
the year. And they were not made 
less fearful by one enterprising 
seller’s suggestion: 

“Stock up now for the balance 
of the year, for Christmas, New 
Year’s parties, for gifts and the 
like,” he suggested to buyers. “It 
is not necessary to pay for your 
entire purchase to effect these sav- 
ings: a small deposit will hold 
your selection for later delivery, 
but the deposit must be dated be- 
fore Sept. 1.” 


Appoints Benjamin 

L. Park Benjamin, formerly 
eastern advertising manager of 
Town & Country and a member 
of the advertising sales force of 
Cosmopolitan, has been appointed 
business manager of Junior Ba- 


zaar, New York. 
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IN 1946, SOUTH CAROLINA’S 
TOBACCO CROP SOLD FOR 


$80,226,771.00 


IN 1946, TOBACCO SALES IN THE 20 
COUNTIES OF THE CHARLESTON AREA 
MARKET AMOUNTED TO 


$78,619,526.00 


98°, OF THE TOTAL FOR THE STATE 


The chant of the 1947 tobacco auctioneer now 
is being heard in South Carolina. When the 
current crop of the Golden Weed is sold, 
additional millions of dollars will be put in 
circulation in the busy, prosperous and ow 
ing Charleston Area Market. 


THESE CHARLESTON NEWSPAPERS 
COVER 98°, OF THE WEALTHY 
TOBACCO PRODUCING SECTION OF 
SOUTH CAROLINA 


What has been happening to 
liquor sales is pretty well demon- 
strated by figures released last 
week by the Illinois state director 
of revenue. The state’s five prin- 


cipal sources of revenue are from | 
cigaret taxes, sales tax, liquor tax, | 
motor fuel tax and public utility | 


tax, and from these five sources 


$22,760,000 was collected in July. | 
increase of $3,500,000 | 


This is an 
from last July. 

| Cigaret tax revenue was up 
| 48.8% 


because of a l-cent a pack- | 
age increase, although the number | 
i 


Circulation up from 44,041 in 1941 to 
74,341 in December 1946. 


Milline Rate only 2.47, lowest in S.C.; 
less than national average. 


Charleston Area 
Market — Principal 
Tobacco Growing 
Section. 


i -. Charleste le 


LEAF EXPORTS WILL BOOST PORT 


BUSINESS 


50 MILLION POUNDS TO BPR 
MOVING HERE NEXT MONT!! 

The first shipments of a 50,000.00 
60,000,000 pound consignment of fluc-cur 
tobacco from Georgia and the Caroline 


arrive at the North Charleston tern 


the state ports authority early next mon" 


The tobacco, valued at between ¢ 
000 and $50,000,000, will be held in 
in warehouses at the terminals t 
export orders to countries through 
world. 

The six-month long flow of tol 
Charleston will represent the larges' 
consignment to move to a South 
port this year. It will equal alm 
tenth of the total tobacco exports [' 
United States last year. 

The decision to utilize facilities at 
leston came only after exhaustive | 
local climatic and warehousing c 
had been completed. A trial car 
tobacco has been stored at the term! 
the last two months 
CLIPPING 


NING POST, THURSDAY, JULY 


THE CHARLESTON EVENING P 
— Che News and Courter 


Ss CHARLESTON, SOUTH CAROLINA 
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the subcommittee on copy serv- 
ice, and John E. Smith, McCall’s, 
of advertising promotion. 

Mr. Smith’s subcommittee be- 
lieves that “the present setup of 
the Magazine Advertising Bureau 
is correct and its operations highly 
successful.” It recommended that 
MAB’s_ direction, under Frank 
Braucher and William E. Mullen, 
“remain unchanged.” NPA mem- 
bers would be invited to join 
MAB. , 


Other Committees Report 


A survey committee on public 
relations and education, headed 
by Godfrey Hammond, Popular 
Science and Outdoor Life, empha- 
sized the need for a paid vice- 
president to direct these functions; 
urged the change to “National 
Magazine Association” or some 
similar name; recommended two 
main groups of activities for this 
department: (1) administrative 
and business, covering circulation 
and central registry, copyright, 
finance, general operations and 


|production, and (2) public rela- 


tions and promotion, covering ad- 
vertising, editorial, promotion, and 


/public relations. 


This committee’s report points 
out that “magazines are essential 
to America’s future as an assur- 
ance of freedom of speech; for the 
free flowing of ideas across the 
3,000,000 square miles of the 
United States, and because they 
disseminate information nation- 
ally and continuously, and... are 
America’s’ bulwark against the 
strange winds and divisive forces 
that are abroad in the world to- 
day. 

“If we can’t have one world, 
let us at least have one America.” 

The survey committee on pub- 
lications, headed by Philip Zach 
of Capper Publications, found that 
the present NPA bulletin is “basic- 
ally satisfactory under present 
conditions,” but reserved recom- 
mendations “until after decisions 
have been made concerning pro- 
grams proposed by other survey 
committees.” 
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Tide Water Stations 


Change Color Scheme 

Tide Water Associated Oil Com- 
pany, which has three operatiofial 
areas comprising the eastern, based 
in New York, western in San 
Francisco and mid-continent in 
Tulsa, has adopted a new color 
scheme, “spring green.” 

Operation will be completed 
within 60 days, including redec- 
orating all pumps, light poles, re- 
flectors and air towers. 


The management man's \; 
preferred source of daily /S 
business news in the nation’s 
greatest industrial area 

= the Central West. 


Chicago Pournal 
of Commerce — 


, 1947 
; s s 8 and maintaining a “list of all ad- 
Soa Wider Activity ' |vertising agencies qualified under 
$ rr. | standards to be established by the 
eel r ‘ association.” 
some- Paid President To List ‘Free’ Agencies 
Ogn1z- 
or Each agency on this list would 
es. df NP A be bona fide, free from control 
Propose or by advertiser or medium, “in 
; 4 order that it may give unbiased 
rgy is (Companeee: 7 — A age 1) _ |advice to advertisers; should not 
onvic. Meeppear under it “Magazines—Busi- | rebate commissions; should have 
ms on Meeness Papers—Agricultural Publi-| adequate experienced personnel, 
differ. cations.’ and be financially able to meet 
> now At present, NPA has 119 mem-| obligations to media.” 
e jug. bers with 325 publications, having} This “recognition” service (at 
dials fan combined circulation of more present agency recognition by 
‘Bethan 100,000,000. ‘ magazines is handled by Peri- 
les by Howard Ehrlich, who retires as |odical Publishers Association, 
eS inn executive vice-president of Mc-| controlled by five leading publish- 
pleases CT@'Y-Hill on Sept. 1, has been|ing companies) would involve 
been mentioned as the new paid presi-| frequent reports of agencies de- 
ot too medents but Mr. Ehrlich has said that linquent in accounts to NPA mem- 
n their Mane JS goings to California and is|bers. It would cost about $10,000 
th fear Mn 2° interested” in the post. -Arch a year. 
Crawford, on leave from Curtis} [ee Brantly of Crowell-Collier 
Z0 into ublishing Company, is executive |is vice-chairman of the subcom- 
> trade vice-president. A ie _ |mittee on agency relations; Allen 
vill be “The magazine publishing busi-|;, Grammer, Street & Smith, of 
riously Mees: Mr. Fuller told the mem- 
der of MEects: “will show an income from 
& made irculation and advertising of 
prising lose to $750,000,000 in 1947, and 
robably $1 billion by 1950... 
balance Saved $6,000,000 Postage 
Ss, NewH «our success with the postal 
ind the ituation this year will save maga- 
ers. “It@ ines something over $6,000,000.” 
or your But, he added, NPA’s machinery 
se Sav-Mfor meeting “such emergencies is 
11 hold {pretty much that of a country fire 
elivery, Hadepartment. .. We certainly need 
ited be- fa metropolitan paid fire depart- 
nent.” 
The new paid chief executive, 
Mr. Fuller explained, would “be 
Remnerty ocated in New York”; would be 
ager offen age “somewhere from. the 
member eviddle forties to 60; ... a person 
force of Mevno will accept responsibility, and 
ypointed fvho is very able.” 
ior Ba- This new president would super- 


ise: (1) “The business opera- 
tion of the association, including 
irculation activities; (2) legisla- 
ive work, including postal and 
other federal, state and local mat- 
ters, and (3) promotion of maga- 
vines as an economic, social and 
political force in America... 
“All of us know that while, be- 
ween magazines, newspapers and 
radio, American national adver- 
isers spend nearly one-half of 
heir money in magazines, it is 
till true that the public regards 
radio as first in influence, news- 
papers second, and magazines—if 
hought of at all—as an exceed- 
ingly poor third.” 


3 Paid V.P.s Proposed 


Under the president there would 
be “three competent (paid) vice- 
presidents” in charge of the three 
ields of work. The last, Mr. Fuller 
explained, would direct promotion 
f magazines to “the public, to 
legislators, to people in schools, 
snurches, etc.” 
There would also be a volun- 
ary, elected chairman of the 
board and three elected vice- 
‘airmen, who would be the “pol- 
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WITH SCRIPAD 


...the salesman who shakes hands 
with your customers every day! 


in 
in your customer’s 


the world over for writing instru- 
ments of quality. Your choice of a 


hand! That’s what you get with 
Scripto “Adgif” pencils, created ex- 
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as 10.2" members, full story of Scripto ‘“Adgif’’ pencils. 


hrougt : he 
A irvey committee on research Pencil above is exact size. 
= statistics, headed by Donald Pencils at right slightly reduced. 
juts an a Shook of Look, proposed that 
orts fro MRSA budget $15,000 “to employ a. ee ee ee 
ities F competent statistician and a - ADGIF COMPANY, Dept. AA-4 
ystive retary to prepare and distribute Division, Scripto, Inc. 
oF és embers data on magazine pro- 10 N G e LEAD PENC LS Atlanta, Georgia 
_—_— n and distribution; appoint We'd like to know more about Scripto “Adgif” pencils and what 
ESTON } nding committee to “act as they can do for us. Check below: 


rance point on research and 
‘atistical projects” developed by 
ther committees, and initiate its 
Wn projects. 
A survey committee on agency 
Felations, copy service and pro- 
FXotion, headed by W. H. Eaton, 
merican Home, would establish 
Fn NPA procedure for developing 
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Philco Buys Rex Co. 


Philco Corporation, Philadel- 
phia, has acquired complete own- 
ership of Rex Mfg. Company, Con- 
nersville, Ind., whose entire re- 
frigerator output has been pur- 
chased by Philco for several years. 


Open Viking Agency 

Dolph Franklin, Leroy V. Ber- 
tin and Morris Tragerman have 
opened Viking Advertising, Inc., 
at 130 W. 42nd St., New York. 


ads brochures - catalogs 
publications set to 
your complete satisfaction 


ography 


composition 
161 West Harrison Street - Webster 7936 
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Hoover Launches 
New Cleaner and 


lron Ad Drives 


Motors Also Will 
Be Promoted in 


Expanded Series 


(Picture on Page 1) 


Cuicaco—The Hoover Company, 
longtime champion of the upright 
vacuum cleaner, invaded the cyl- 
inder-type field last week with 
an extensive advertising and mer- 
chandising campaign. 

Next month it will launch con- 
sumer promotion of a new auto- 
matic electric iron, in its first 
move into another appliance field 
in almost 40 years. 

And on a third production and 
marketing front, it is expanding 


national advertising of Hoover 
fractional horsepower motors. Pro- 
duction of these units by the com- 
pany’s electric motor division 
started last spring at the main 
plant in North Canton, O. 


‘Two Great Cleaners’ 


First ad in the new series fea- 
turing both types of Hoover clean- 
ers is a four-color bleed spread in 
the Aug. 25 issue of Life, head- 
lined “Two great cleaners ... One 
great name—Hoover.” The fact 
that women now can choose the 
type of Hoover they prefer will 
be played up in continuing maga- 
zine ads through the remainder of 
the year. 

The schedule includes four-color 
bleed pages in the Sept. 29, Oct. 
27 and Dec. 1 issues of Life; four- 
color bleed half pages in the Aug. 
30 and Dec. 6 Saturday Evening 
Post; two-color bleed half pages 
in the September and November 
Ladies’ Home Journal; two-color 
bleed two-column ads in the Sep- 
tember, October and November 


Good Housekeeping; two-color 


ILLUSTRAVOX two-way presentation 
creates greater customer good-will 


NDUSTRIAL leaders today insist on Illustravox 
I two-way training because they know from experi- 
ence that a competent staff creates better business, big- 
ger profits, and greater customer good-will. 


@ @ Portable and inexpensive, Illustravox sound slide- 
film training assures maximum two-way effectiveness at 
minimum expense. Dramatic pictures and spoken words 


efficiency and complete knowledge of your product, 
plant and services. 

@ @ @ @ Field-proven in peacetime and war, Illustravox 
comprises over 80% of all sound slidefilm equipment 


now in use. In all types of sales, service and industrial 


command interest, focus full attention on your message. 


@ @ @ Trainees learn as much as 55% 
member up to 70% longer than under je training 
methods. They are ready to meet your public with 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Magnavox COMPANY - 


MAKERS OF 


FINE RADIO-PHONOGRAPHS 


faster, and re- 


training, Illustravox presentation is the one best way. 
The Magnavox Company, Illustravox Division, 
Dept. AA-8, Fort Wayne 4, Indiana. 


* * * 


See “The Illustrated Voice.” Outstanding commercial film 
of the year, it shows how Illustravox can best be applied to your 
training and selling needs. Ask your Illustravox dealer or film 
producer for a showing today! 


Your story is HEARD 


FT. WAYNE 


The makers of the famous Hoover cleaner 
present the new Automatic Electric 


The Beamer Company North Cont Ohne Mamaia. Onawrie, Comedie nagensemaente re 


INVADES NEW FIELD —The Hoover 
Co. will introduce its new electric iron 
with this magazine copy next month. 


bleed half pages in the same is- 
sues of Better Homes & Gardens, 
and two-color bleed half pages in 
the October and November Amer- 
ican Home. 

In a special brochure outlining 
the campaign, Hoover informs its 
dealers that it considers this “The 
most important Hoover announce- 
ment made in many years.” 


Cites Rising Popularity 


“We remain firm in our belief 
that the Hoover Triple-Action 
cleaner, embedying Hoover’s ex- 
clusive ‘Positive Agitation,’ stands 
in a class by itself for faster, 
deeper, more thorough cleaning of 
floor coverings,” the company in- 
sists. “Yet we recognize the popu- 
larity achieved by the cylinder- 
type cleaner in recent years, and 
the value of such a cleaner in 
small homes or under certain 
kinds of cleaning conditions.” 
Hoover, the brochure adds, is 
confident that the new cleaner 
is the best of its type and “We 
are confident this new Hoover will 
be the leading cylinder cleaner, 
just as the Triple-Action Hoover 
models have always been the 
favorite among women.” 

The cylinder cleaner, boasting 
a “Dirt Ejector’ and other new 
features, will retail, complete with 
cleaning tools, at $79.50. That 
price is near the top of the bracket 
in the cylinder-type field, and 
about $10 higher than the leading 
tank cleaner, Electrolux. 


Prices Little Increased 


Among uprights, Hoover is of- 
fering a popular-priced Triple- 
Action cleaner at $69.95—only 
$1.95 more than its prewar prede- 
cessor; a deluxe model at $89 (it 
was $82 prewar), and a commer- 
cial cleaner at $97. Cleaning tools 
for the home models are $18 extra, 
compared with $16.50 prewar. 
Starting next month, space in 
Electrical Dealer, Electrical Mer- 
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and Retailing Home Furnishing 
‘Consumer copy lists these fe, 
tures, adopted as the result of | 
nationwide survey of home econ 
mists: a “Pancake Dial” precisig, 
heat selector; “Koolzone” handle 
low-angle bevel of sole plate 
thumb rest and wide heel rest, anj 
two weights, light and medium, 
For dealer promotion of bot 
the cleaners and the new irop 
the company offers mats an 
stereos for tie-in advertising, spo 


radio scripts, folders and envelop, Fac 
inserts, window and interior djs. 
plays, window and counter cards 
decals, rug tags, etc. More elab.fm W45™ 
raie window displays are avai.gue2>ulati 
able at half cost, as well as store omplet 
electric signs. A suggested 94 (meus Bur 
sheet -poster also is shown in tq?! me 
brochure. acts at 
The company has long operated hifts it 
without jobbers. Dealers in smamend 
communities and suburban areagm’®45 ©° 
operate on a net basis, buying qj ~ ‘A : 


rect from the company. In large 
cities, a Hoover sales organizatiogm°St CT 
“works for” the dealer, including his, Si 
such major outlets as departmengm/@nt@ 
stores, etc. 10 to 1 


better 

Runs Copy on Motors room. 
yhere, | 
Hoover will advertise its frac : fourth 
tional horsepower motors this fal bo, of 1 


in Hom 
Craftsman, Popular Mechanic 


with half-page copy al” 1.5! 


The r 
and Popular Science, and with halfn.’ hoi 
and two-third pages in Electricit@iyst in ; 
on the Farm and Farm Journal, or 


Business paper space also will bé 
used to inform retailers that thé 
new motors are made “with thd 
same enginering skill and know 
how that have made the Hoover 
cleaner the world’s best.” 
Earlier this year, H. W. Hoover, 
president, predicted in his annual 
report to stockholders that mord 
than 4,000,000 vacuum cleaner 
would be sold during 1947, com 
pared with 2,290,000 in ’46 and 
1,670,000 in *41. The company, hé 
said, expects at least to double i 
’41 output this year. The iron 
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force 
are being produced at a Cam ail 
bridge, O., plant purchased bi ie Dp 
Hoover. , propriet 
Figures are not being release@aomesti 


on the total ad budget for the fal 
campaigns, nor is Hoover read) 
yet to say whether any other ap 
pliances will follow its new iron 
However, with production at an 
all-time peak, its marketing and 
advertising activities may be ex- 
pected to set a record next yea! 

Leo Burnett Company handle 
the account. 
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chandising, National Furniture Re- 
view and Retailing Home Furnish- 
ings will tell dealers how the 
Hoover franchise has been en- 
Hoover reminds 


type cleaner. 


sold, and that it is “the 2-to-1 
favorite over any other make.” 
Production is now at an all- 


and will achieve a record this 


in Hamilton, Ont., and in England 
and France. 
turning out an extensive number | 
of cleaners, but production in 
France is more limited. 


Iron Sells at $11.45 


Hoover’s new iron, to retail at | 
$11.45, will make its bow via a 
black-and-white page in the Sept. | 
22 Life, and subsequent half and 
two-third pages will run in Bet- 
ter Homes & Gardens, Good 


in October, in Electrical Merchan- 


| dising, House Furnishing Review 


hanced by addition of the cylinder- | 


them that more than 6,000,000 of | 
its standard cleaners have been} 


time high, company officials say, | 
year. Hoover also operates plants | 


British units are| 


Housekeeping, Ladies’ Home Jour- | 
nal, McCall’s and Woman’s Day. | 
Trade copy will appear, starting | 


Hi 
| ADVERTISE in f."°: 
JG CAMINOS y CALLES BR: 
| The only Latin American mag- “4 Z 

azine with editorial content BBhome-c 


tailored to heavy construction M#Portian 
field exclusively.” Toledo. 

31 Latin American advisory Man a 

Pp editors Bulls-EYE their Mew Y 
| fi editorial to the most likely My’ °" 
buyers of heavy construction og 
equipment ...all editorial is Antoni 

on heavy construction. Only Mang .. 


magazine of its kind. 

Write for “Report on Trade 
Journal Readership among 
10,700 Latin American Rood: 
builders”. 
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Southern Cities 


\re Most Crowded, 
‘pot Survey Shows 


Census Bureau Finds 
Veterans and Wives 
Face Worst Problem 


WASHINGTON—Special summary 
abulations last week signaled the 
ompletion of reports on the Cen- 
us Bureau’s April spot survey of 
84 metropolitan areas, staking out 
acts about the general wartime 
hifts in population, labor force 
pnd housing characteristics in 
nreas containing a third of the na- 
ion’s families (AA, June 23). 

The housing series shows the 
nost crowded conditions in Mem- 
his, San Antonio, Birmingham, 
tlanta and New Orleans, where 
10 to 16% of the units average 
better than 1.51 persons to a 
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rs com. Despite shortages every- 
vhere, Census found that at least 
its frac#M, fourth of the areas had less than 
this fal, of their units with the “criti- 
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al’ 1.51 person average per room. 
The reports highlight the veter- 
ans’ housing problems, indicating 
hat in at least a sixth of the areas, 
0% or more of the units con- 


) Will bitaining G.I. husbands or wives are 
that thdoubled up” homes. Doubling 
with th@li o was most prevalent in the 
d know 


Allentown-Bethlehem-Easton area, 
where the rate ran 26%. On the 
ther hand, it was as low as 6% 
in Seattle. 
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8 Cities Have Low Unemployment 


A second Census series on the 
study, devoted to labor force char- 
acteristics, shows Akron, Toledo 


pany, h@i.nd Minneapolis-St. Paul with low 
ouble if nemployment rates. The labor 
he Cal force bulletins provide useful 
a am 


breakdowns showing local labor 
orce proportions by professional, 
proprietor, clerical, craftsman, 
omestic service, and day laborer 
‘lassifications. 

It also offers facts on the pro- 


ased bj 


released 
r the fal 
er read) 


other aPBbortion of wage and salary work- 
1ew if00ers and self-employed, and an in- 
on at aication of the numbers engaged 
ting andocally in construction, manufac- 
y be eXuring, transportation, and com- 
ext yeal. 


munications, wholesale and re- 
tail, service industries and others. 
In the third series of bulletins, 
devoted to population, Census of- 
fers breakdowns for each of the 
84 areas by age and sex, white and 
non-white. It also provides spe- 
tial population figures on vet- 
erans, and tables on educational 
characteristics of the veteran and 
non-veteran local residents. 


Home Ownership Gains 


' handles 


in _ The housing bulletins report an 
important gain in home ownership 
ILLES since 1940, with the Akron and 
foungstown areas now showing at 
least two-thirds of their dwell- 
an MOG Mines owner-occupied. Other big 
content Mifhome-ownership communities are 
truction M#Portland, Ore., Salt Lake City and 
Toledo. On the other hand, less 
idvisory Mean a third of the units in the 
: theirfmeew York-Northeastern New Jer- 
t likely EP’ 2rea are owner occupied. 
, One-dwelling units make up 
struction h : 
torial is ree-fourths of the homes in San 
° ' Antonio, Tulsa and Youngstown, 
n. Only Miiend at least half the homes in 
hree-fourths of the other 31 areas. 
n Trade MThe New York-Northeastern New 
among ersey area, with 28%, has the 
n Road- MPmallest percentage of one-dwell- 


hg units. 
Existing housing was generally 
fn good condition, with less than 
me in four units in most areas 
meeding general repairs or lacking 
Private baths. In five-sixths of 
the areas, at least 75% of the units 
pad electric lights, running water, 
Flush toilets, tubs or showers, and 
Private cooking installations. 
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“as sales warrant.” 


three years’ Army service. 


network Wednesday night. 


a musical show, will originate at 


count. 


industry’s 1939 quiz contest). 


shows in the drive. 


and Sartorius cosmetics. 


Last Minute News Flashes 


Food Page Ads Promote Pompeian Castile Shampoo 
BALTIMORE—Pompeian Olive Oil Corporation, through Joseph Katz 
Company, will introduce Pompeian Castile shampoo mainly through 
advertisements on food market pages of newspapers. 
appearing in Chicago, Baltimore, Cincinnati, Denver, Philadelphia; 
Salt Lake City and Atlanta, and will cover 93 markets as distribution 
progresses. The campaign will run in 13-week cycles, with repeats 
The newspaper drive will be supported by small 
copy in Good Housekeeping and business papers. 
five and 12-ounce sizes, is sold principally in food stores. 


Gwynn Succeeds Boecher at Erwin, Wasey 
Cuicaco—John L. Gwynn, traffic manager in the Chicago office of 
Erwin, Wasey & Co., has been appointed media director to succeed 
Max G. Boecher, who retired Aug. 19 (AA, Aug. 18). 
joined the agency in 1940, and returned in November, 1945, following 


Advertising is 


The product, in 


Mr. Gwynn 


Charm-Kurl Starts Two Canadian Shows 

St. Paut—Charm-Kurl Company begins its fall radio schedule to- 
night (Aug. 25) with a movie gossip program over 29 stations of the 
CBC Dominion network. The company’s second broadcast for Cana- 
dian listeners—a variety show—will debut over the basic French 
The company also is engaged in a test 
campaign, through Harry B. Cohen Advertising Company, using spot 
announcements and 30 minutes weekly over Station WJR, Detroit. 


Stromberg-Carlson Readies FM Network Show 
RocuHEster, N. Y.—Stromberg-Carlson Company, early manufac- 
turer of FM radio receivers, will be the first sponsor to launch a show 
on the newly formed Continental FM Network, which already in- 
cludes more than 20 FM outlets in six eastern states. 


The program, 
WHFM, the company’s Rochester 


station, starting Sept. 12. Federal Advertising Agency has the ac- 


P&G Starts $140,000, New Type Prize Contest 
CincInNATI—Procter & Gamble Company, through Dancer-Fitz- 
gerald-Sample, on Sunday (Aug. 24) launched a new type of prize 
contest for Dreft, offering $140,000 to winners—the third largest prize 
contest in history (after Old Gold’s 1937 cartoon test and the movie 
Contestants are asked to rank the top 
15 uses for Dreft in order of importance, and add one unusual use. 
Those coming closest to actual importance, as determined by a na- 
tional survey, may win a $10,000 first prize, one of the ten $1,000 
prizes or one of 1,000 Motorola $120 table combinations. 
using Puck—the Comic Weekly, Metropolitan Group, Parade, This 
Week Magazine, eight other national magazines, newspapers and radio 


P&G is 


Swertfager Plans Retirement from Agency 

New York — Walter M. Swertfager plans to retire this fall from 
ownership of Walter M. Swertfager Company, New York agency, and 
will announce soon his personal plans and the status of the agency’s 
14 accounts. These include Alexander Hamilton Institute, Americana 
Encyclopedia, Licensed Beverage Industries, Macfadden Publications 


the San Francisco-Oakland area, 
where only one in 20 units was 
cited. It was highest in Birming- 
ham, Pittsburgh, Atlanta and 
Memphis, where at least one in 
three units needed repairs or pri- 
vate baths. 

Full details on housing charac- 
teristics for the communities are 
available in Census Series P-71. 
Individual communities are re- 
ported in bulletins 1 to 34, in this 
series. Bulletin 35 summarizes 
the results for all areas. 

Series P-51 outlines the labor 
force characteristics of the 34 com- 
munities, with bulletin 35 again 
the summary. Series P-21 provides 
population details. The summary 
is Bulletin 35 in the P-21 series. 


Garod Radio Corp. 
Gets New Owner 


New YorK—Except for in- 
creased emphasis on advertising, 
operations of the Garod Radio 
Corporation will continue un- 
changed under its new ownership, 
according to Leonard Ashbach, 
who recently purchased the manu- 
facturing company. 

Mr. Ashbach, who heads a 
Chicago company which manu- 
factures Lashco refrigerators, said 
he plans to introduce a Garod re- 
frigerator in the future. 

Garod’s television set — priced 
at $695—-will be in the hands of 
dealers in October. 


Triangle Promotes Neil 


George M. Neil, formerly assist- 
ant to the general manager of the 
trade publications division of Tri- 
angle Publications, Inc., New 
York, has been appointed business 
manager of the Philadelphia In- 
quirer, a division of Triangle Pub- 


Lack of repair was lowest in 


lications. 


Afra Will Push 
Membership Drive 


New YorkK—Plans for a nation- 
wide expansion drive for the 
American Federation of Radio 
Artists were made during Afra’s 
annual convention here. The na- 
tional executive board was au- 
thorized to begin work imme- 
diately on the membership drive. 

The convention also voted to 
organize the phonograph record- 
ing industry, with negotiations to 
begin on wage scales for Afra 
members who make platters, and 
to open negotiations with televi- 
sion broadcasters., 

Despite the efforts of disc jockey 
Rush Hughes, the convention 
passed a resolution calling for 
members to obtain minimum Afra 
fees when appearing as a guest 
on any national program. Local 
programs were not covered by 
the action, which was prompted 
by the increase in the number of 
disc jockey shows using gratis 
guests. 

Union executives are to study 
this problem further and decide 
on a classification of interview 
programs for rate scale purposes. 

Ken Carpenter was reelected 
president. Vice-presidents named 
were Clayton Collyer (Superman), 
Margaret Speaks, Ned Wever, 
New York; Bill Gavin, San Fran- 


cisco, and Knox Manning, Los 
Angeles. 
Mutual Adds Co-op Show | 


Mutual Broadcasting System has 
signed Harry Einstein—‘‘Parkya- 
karkus”—for a network coopera- 
tive program, to be heard at 7- 
7:30 p.m., EST, Sundays, starting | 


Oct. 5. 


show was originated by Mr. Ein-|and Ruthrauff & Ryan is agency 


stein in 1945. 


Embargo on U. S. 
Coal Shipments 
to Canada Ends 


WASHINGTON—The partial em- 
bargo on U. S. coal shipments to 
Canada was lifted last week, end- 
ing threats of a retaliatory ban 
on use of Canadian freight cars in 
shipping newsprint to this coun- 


The Office of Defense Transpor- 
tation, acting through the Asso- 
ciation of American Railroads, 
invoked the embargo Aug. 13 
against shipments over the lines 
of the Canadian National Rail- 
ways, government-owned railroad. 
ODT, which charged that CNR 
had failed to speed up return of 
coal cars in sufficient numbers, 
said Tuesday that the ban had 
achieved its purpose and was be- 
ing lifted immediately. 

While the Canadian government 
took no direct action as a result 
of the temporary embargo, Presi- 
dent R. C. Vaughan of Canadian 
National Railways had issued a 
statement in which he said he 
hoped the U. S. action would not 
result “in our inability to pro- 
vide all the cars needed for paper 
loading to the United States.” 

A slowdown on newsprint ship- 
ments over the CNR (the Cana- 
dian Pacific Railway was not af- 
fected by the partial embargo) 
would have added to current diffi- 
culties of newspaper publishers 
here in obtaining adequate sup- 
plies. Most of the newsprint 
tonnage is handled by the gov- 
ernment-owned line. 

ODT spokesmen emphasized 
that no punitive action was in- 
tended by the order, and that it 
was entirely a question of badly- 
needed coal cars. They said the 


U. S. was short 31,000 of these 
cars, and that Canada had about 
16,000 of them. CNR, it was said, 
took from 16 to 20 days to get 
the cars back to the U. S., when 
10 days should have been suffi- 
cient. 


Quaker Oats Runs 
3 Ads in ‘Puck’: 
Starts Contest 


Cuicaco—In the Aug. 24 issue 
of Puck—the Comic Weekly, 
Quaker Oats Company ran: 

1. An ad announcing a club- 
naming contest on Muffets, in 
which 100 Schwinn bicycles, 100 
Lionel train sets, 100 Kingston 
watches, 100 Spalding footballs 
and literally thousands of other 
prizes are offered; 

2. An ad offering a free book- 
let, ““How to Star in Football,” for 
a label from a package of Quaker’s 
or Mother’s oats, and 

3. An ad on Aunt Jemima pan- 
cake and buckwheat flour, the 
first in a new campaign on Aunt 
Jemima to run in supplements 
and magazines. 

For the best names suggested 
for a mythical boys’ club, the 
company offers 100 dolls, 200 cam- 
eras, 1,000 flashlights, 1,000 Boy 
Scout knives and 2,000 telescopes, 
as well as the bicycles, electric 
trains, watches and footballs. The 
ad also ran Sunday in the Metro- 
politan Group, and the contest 
will be promoted over “Ladies Be 
Seated,” sponsored by Quaker at 
1 p.m., EDT, over ABC five times 
weekly. The contest closes Sept. 
10. 

The offer of the football book 
will also appear in a Metro Group 


ad next month, and it is running 
in supplementary newspapers. 


| in Metro, and will later run in 
Ps colors in Collier’s, Life, Look 


and The Saturday Evening Post, 


|starting in October. 


| for Quaker’s and Mother’s oats. 
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Lady Esther Puts 
Million Behind 
New ‘Lipcolor’ 


Cuicaco—One of the biggest 
cosmetic campaigns of the next 
twelvemonth will be put behind 
the new Lady Esther Lipcolor, a 
lipstick said to present such a 
revolutionary new formula that 
Lady Esther refuses to designate 
it by the conventional name. 

According to present plans, 
something like $1,000,000 will be 
put behind promotion for this 
single item in the Lady Esther line 
in the next year, following initial 
tests of copy and approach in In- 
dianapolis, Minneapolis and South 
Bend during the past few weeks. 
In these cities, Lady Esther intro- 
duced the new product, which sells 
for ‘$1, in 1,000-line newspaper 
space, while local outlets coop- 
erated with another thousand-line 
ad in the same issues. 

The national drive will get 
under way Sept. 7 with 1,000-line 
copy in about 35 major cities, in 
several cases involving more than 
one newspaper, and will be fol- 
lowed a week later with equally 
large copy. On Sept. 1 the drive 
will reach full tempo with a full- 
color page in The American 
Weekly and equivalent space in 
Metropolitan Gravure, as well as 
a full page in color in Beauty 
Fashion. 


More in October 


By October, all the stops will 
have been pulled, with another 
1,000-line ad in the newspapers, 
another insertion in Metro Grav- 
ure, The American Weekly and 
Beauty Fashion, and color pages 
in Vogue, Harpers Bazaar and 
Cosmopolitan added to the sym+ 
phony. 

The Lady Esther account is han- 
dled by the Biow Company, New 
York, with Norman Phelps, for 
many years with Ruthrauff & 
Ryan’s Chicago office, and inti- 
mately associated with the various 
Younghusband cosmetic  enter- 
prises, in personal charge of the 
account for Biow. Whether Biow 
will open a Chicago office or not 
is problematical. At present Mr. 
Phelps is making his headquarters 
in the Lady Esther offices. 


Abbott & Costello 
Line Up Sponsors 


NEw YorK—Within a week after 
signing with ABC for a featured 
co-op show this fall, Bud Abbott 
and Lou Costello had picked up 
36 local sponsors. 

The funsters will make their 
debut Oct. 1 in the 9 p.m. spot. 

Meanwhile, the Columbia 
Broadcasting System is reportedly 
ready to sign Joan Davis, who 
parted company with Lever Bros. 
this spring, for a co-op show. 

Abbott & Costello’s first backers 
include brewers, petroleum prod- 
ucts merchandisers, drug stores, 
jewelers, dairies, men’s apparel 
stores, candy manufacturers, auto 
dealers, department stores and 
radio dealers. 


4 Networks Attack 
Petrillo’s FM Stand 


Warning James C. Petrillo, 
AFM chief, that his ruling on the 
duplication of AM music on FM 


LaRoche & Ellis handles Muf- 
The “Meet Me at Parky’s” fets and Aunt Jemima advertising, | 


stations will seriously retard the 
development of FM broadcasting, 
heads of the four major networks 
have asked for another meeting 


Aunt Jemima ads also appeared| with the union to discuss the 


| problem. 

| A statement released by the 
| four network presidents flayed the 
|}union’s demand as “clearly con- 
| trary to the public interest” and 
indicated that a meeting would be 
| arranged with the Justice Depart- 
|ment on the situation. (Earlier 
| story on Page 51.) 
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Haire editors and executives are affiliated with fifty-four specialized trade 
associations and forty-five general business groups. 


Haire men and women are not just “dues paying joiners” but prime 
movers, alert to. each industry’s welfare. They are founders of some of these 
organizations—leaders in many—active in all. 7 


These men and women have helped advance public relations for all 
the industries they represent and have shared intimately in their progress. 


Obviously, this close identity with the fields it serves gives the Haire 
organization a decided advantage in sensing trends and inter preting their 
underlying significance. 

This is only one of the vital PLUS values offered to readers and adver- 
tisers. It contributes to the authority vested in each Haire specialized 
publication. 


The Power of ALL for the Strength of EACH 


The technique for conducting good public relations developed 
through the years by the entire Haire organization, serves as a guide 
for the industry activities of each individual Haire publication. 

The trade relations activities of NOTION AND NOVELTY 
REVIEW, described here is typical of the Haire technique in the 
way it serves the best interests of its specific field. Spokesman and 
leader in every progressive move it has become the trade intimate 
of both dealer and manufacturer. 


MORE effective hs it’s 
MORE SELL-ective! 


NOTION AND NOVELTY REVIEW is the ONLY specialized publication 


devoted exclusively to the notion field. 
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; It has played an outstanding role in the progress of this industry. Its 
editorial and business personnel are active in the councils of notion buyers 
and manufacturers alike. They have helped materially to bring the notion 
department to its present position of importance as a heavy store traffic 


center—where one out of every ten sales in department stores is made. 


This identification with the best interests of the industry has won for 
NOTION AND NOVELTY REVIEW the confidence of the entire notion 
industry. 


Buyers keep each issue for an average of six months for reference. With 
a bonus circulation of four readers per copy, NOTION AND NOVELTY 
REVIEW delivers to advertisers the concentrated, SELL-ective buying power 
of the nation’s retailers and wholesalers who have learned to rely on its 
columns for the authentic “know-how.” 


FOUNDED 1866—For 81 years the ONLY publication exclusively serving 
notion and art needlework buyers. 


BUYER COVERAGE—Delivers intensive coverage of notion buyers in depart 
ment stores, chain store buying offices and wholesale houses, accounting for 
85% of total notion sales. 


EDITORIAL LEADERSHIP—Edited by Arthur I. Mellin, dean of HAIRE edito: 
and nationally recognized authority on notion merchandising; assisted b 
a picked staff of experienced market editors. 


ART NEEDLEWORK SECTION—Published 4 times yearly, is included in « 


oO seeee regular issue of NNR and mailed as a supplement, personally addressed ¢ 


SELL-ECTIVE art needlework buyers, coast to coast. 
SERVICES THAT \G ‘ : , : 
vA ADVERTISING LEADERSHIP—Issue for issue, it carries more notion and ar 


MOVE MERCHANDISE 


‘0 
©THE NIN 


needlework advertising than all other trade publications combined. 


i ee 


PUBLICATIONS 


Information headquarters for 9 Major Markets 


HAIRE PUBLISHING COMPANY « 1:70 sroapway, NEW YORK 1 © BOSTON © PITTSBURGH * CHICAGO » DETROIT © ST. LOUIS * LOS ANGELES » ATLANTA » LONDON 
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